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Over 3,000 lines of advertising 
were omitted from the September 
edition ofthe #*» %» & 


Woman’s 
Magazine 


of St. Louis for lack of space. Al- 
most every advertiser that used 
the Woman’s Magazine LAST 
season starts this season with us 
in our September issue. 
Advertisers and others interested can 
make their own deductions as to 
WHAT THIS MEANS. 
Rate, $6.00 per agate line. Any adver- 


tising agent will give you net rates and 
space discounts. 


October Forms Close September {5th. 


Get your copy in early 
to insure insertion. 


The Woman’s Magazine 
ST. LOUIS, MO. 














1402 Flat Iron Bidg., New Yor« Crrr 
- 66 Hartford Bldg., Curcaco 
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Change in Rate. 





E find it necessary, on account of the 

rapidly increasing circulation, which 

now exceeds 225,000 copies monthly, to 

announce that on and after October 1, 1903, 
the rate for advertising in 


vorybodys 
gazine 


will be $200 per page for advertising to be 
inserted in any issue up to and including 
the February number of 1904, and $300 per 
page beginning with the March issue. 


Orders received prior to October 1, 1903, 
will be entered at the current rate of $150 
per page for advertising to be inserted up 
to and including the February issue of 
1904, and $200 per page for advertising to 
be inserted up to and including the Sep- 
tember issue of 1904. 

This gives the advertiser an opportunity 
to order space for an entire year at a price 
less than seventy-five cents per page per 


thousand circulation. 


On October 1, 1903, the special rate to 
publishers will be withdrawn. 
August 24, 1903. 


PLEASE NOTE.—Orders offered us for acceptance must be defin- 
ite, and state as nearly as possible the number of insertions, the issues in 
which they are to appear, and the space. 

T. F. orders will not be accepted. 

Orders should specify the space to be used in any issue, and any addi- 
tional space used in excess of the original o:der will be charged at the 
ruling rate. 

Copy is to be furnished for the issues ordered, and failure to begin 
insertions as per schedule on the order will render the order subject to 
cancellation at our option, 
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A STUDY IN SMALL ADS. 





The manufacturer was firm. 

“I’d like to advertise if I could 
do the thing right,” he said to 
the solicitor. “But the sort of 
ads I could afford would be lost 
in any good magazine. Only the 
big spaces pay nowadays.” 

This is an opinion repeated so 
frequently in the advertising 
world that many accept it as ab- 
solute truth. It is like another 
prevalent saying—“This is an age 
of combination, and the small bus- 
iness man has no show in compe- 
tition.” Neither of these truisms 
is borne out by fact. The recent 
slump in Wall Street showed tinat 
the public is growing chary of 
large combinations, and is not 
eager to buy their securities. The 
success of a “trust” depends on 
the man who directs it, just as 
a small business does. “Trust” 
managers are scarce, while there 
are many men capable of handling 
less unwieldy businesses and har- 
rying them with active competi- 
.tion. This is an age of combina- 
tions, but the small man can 
still compete. Nor is it altogether 
an age of large advertisers. The 
magazines may be full of page 
and double page ads, with colored 
inserts, and these may appear in 
a large number of mediums. But 
the small advertiser is also in 
evidence, not only in the process 
of growing into a large advertiser, 
but as a constant user of a half 
inch to two inches of space year 
in and year out. By the persist- 
ent use of small spaces advertisers 
have built up profitable concerns, 
while some of the wealthy firms 
using page spaces fave come and 
gone and been forgotten. 

For fifteen years the little 
ads of the Bookkeeper have 
appeared in magazines and trade 
journals, adorned with the por- 


NEW YORK, SEPTEMBER 9, 1903. 


Wo. 11. 





There has 
in- 


trait of Mr. Beach. 
never been any tendency to 





Send 1g cents 
for 3 months’ 
trial subscrip- 
tion to 


The 
Book-. 
Keeper 


A handsome} 





8. H. BEACH, EDITOR 
‘ a00-page mag: 

azine for Book-keepers, Cashiers and 

Business Men. It will teach you Book- 


keeping ,Shorthand,Penmanship, Law,! 
Short Cuts, Corporation ‘Accounting,; 
Banking, Business Pointers, Amusing. 
fe eel Ln Calculations,. 


ye OK-KEEPER 
td. 65 


YGuhl Block, Detroit; Mich. 
crease the size of the ads, or to 
make the campaign impressive. 
Yet these announcements have 
not been lost. From an insignifi- 
cant montinly, established in 1888, 
the Bookkeeper has grown into: a 
national reputation, with a circu- 
lation said to be so large that its 
publisher does not care to reveal 
it. 

“I Print My Own Cards,” im- 
mediately brings to mind Mr. Kel- 
sey, of Meriden, Conn. Who can 


1 Print My Own Cards 
gounanme es Bie rates peat a 


for catalog, presses, type.paper. ae. ety otasserpe 
THE PRESS CO., Meriden, Conn, 














remember a time when this ad, 
with its crude woodcut, was not 
in the papers and magazines? 
Who ever saw it occupy more 
than an inch of space? 

Lyon & Healy’s little bands- 


re 
Rossa. afer 
Lowest prices. Big Catalog: 1000 illustrations: 


bends. vou HEALY 1 Aaome 8, Cuca 
man has been. printed continuous- 
ly for more than forty years, and 
has made this firm known all over 
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the world in connection with band 
instruments, An inch space is the 
maximum size. Another figure 
familiar to everybody is the scroll- 
sawyer of the Barnes Co., which 
has appeared without change 
since the days when scroll-sawing 
was almost a fashionable fad, and 


WORK SHOPS 


nd metal workers, witbout steam 
af equipped with 


pent FOOT POWER slow 
MACHI INERY. 


bide 
on jovs and profit 
Mac 





od giv ter mm the —_ 
bines sent on trial tt desired. Catalogue 

W. F. & JOHN BARNES co. oe 
200 Rugby. Street, Rockford, lil. 








parlors everywhere were orna- 
mented with brackets, newspaper 
racks and catchalls. Tarrant’s 
Seltzer Aperient has been adver- 
tised nearly two generations, and 





REEPS 
the Blood Cool, 
the Brain Clear, 
the Liver Active 
Used by a 
Physicians for nearly 60 





re. ——- 
SHE TARRANT Co. 60c. and 61. 
Oi Jay St ~~ York: At Druggists or by mail. 


D. L. Dowd’s Health Exerciser 


For Men, Women, Children; athiete or invalid, 
Complete Gymnasium; takes 6 inch floor-room$ 
ane oe cheap. Mr. J. Reese Lin, Sut 
City Natchez, Miss., says of it: 

pb rene ‘ot the Dowd Exerciser and System ped 
Home Instruction is beyond question.’ 
ote ee JORDAN, Proprietor 

Fr. 
991 Marshall Field Building, Chieag@ 
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was one of the very first com- 
modities to be exploited in the 
Magazines, appearing in the At- 
lantic Monthly as far back as 
1870. Quarter and half page 
spaces have been filled often 
enough, but: the campaign has 
been confined chiefly to ads of 
two and three inches. Mrs. 
Winslow’s Soothing Syrup is still 









CHILDREN 


Mrs. Winslow’s Soothing Syrup 


has been used for over SIXTY VEARS by MILL- 
IONS of MOTHERS. FOR THEIR CHILDREN 
WHILE TEETHING with perfect SUCCESS. It 
SOOTHES THE CHILD,SOFTENS THEGUMS, 
ALLAYS ALL PAIN, CURES WIND COL. IC, and 
is the BEST REMEDY FOR DIARRH@EA, Sold 
iby druggists in every part of the world. 


Twenty-five.Cents a Bottle 





a household word, and it would 
be interesting to have parallel 
records of its sales and those of 


Castoria, which has been exploited 
in far larger spaces. Crosby’s 
Vitalized Phosphites is another 
old-time remedy still in evidence 





VITALIZED PHOSPHITES. 
Brain 


the cabeye of 
Whea 





Has been used more than thirty years by Ae 
of active business men and women, from whom 
sustained, vigorous application of brain arid nerve 
ous power is required, promptly relieving the de- 
pression from overwork, worry, nervous excites 
ment, and sleeplessness, increasing activity and 
vital force by feeding the brain and nerves with 
the exact food they require for their nutrition and 
formal action, 
May we send you a descriptive pamphlet? 


PREraReD 8Y 


$6 West 25th Street, 
New York City, 


in the magazines, and another is 
Dr. Marshall’s Catarrh Snuff. 











Dr. Marshall's Catarrh = 
has as kept on Curing Catarrh 


The oldeet Rem: tional tation and has never 
= foy the instant t relict ‘and permanen t cure Catarh. 

ide » an attendant Headache and Deatness. 

" Tmenedione oa oe Suaraaes teed. Use 

reti at t unt coms disa 

peer esa, (im Qe, baatek, Fae 

stitutes, cents. r ts, OF by mai 

postpaid. Circulars fre, — 


F. C. KEITH (Mnfr.), Cleveland, Ohio. 


ran teed 











These date from the days when 
page ads were unknown, and are 
still profitably advertised in small 
Typewriter 


spaces. The Ex- 











change ae is oy nee 
familiar. Professor Lewis’ pro- 
file portrait, with its query, “Do 
You Stammer?” is a landmark. 
The name of McAllister has been 
connected with magic lanterns 
time out of mind. The word 
PLAYS brings up the name of 
Dick & Fitzgerald. Is there a 
man alive who does not know the 
half-inch ad of Dent’s Toothache 
Gum, with its illustrated pun— 
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“A Swell Affair’? Allen’s Foot- 
Ease has become almost a stan- 
dard article of late years through 
ads of not more than two inches 
single column. The great busi- 
ness of Fred. Macey, the Grand 
Rapids furniture man, began with 
desks advertised in two-inch, 
single column magazine ads, and 
is to-day carried on _ largely 
through small announcements. A 
good-sized factory in Toledo is 


AValuable diag 


Rs 


Cg 5 ee na odor 
ef cooking cen esenpe Bold. 12 
18 quert jers to ae, frgie. Weve 
for Pree right heres Wanted. 


Ry A TOLECO  coonen co. 
Albion Street, Toledo, Obto 





kept busy making steam cookers, 
and has brought several competit- 
ofs into its field, by means of the 
potent two-inch ad offering a valu- 
able book free. 

Why have these small ads suc- 
ceeded? What inherent advertis- 
ing merit fave they? How do 
they bring the business necessary 
for their continuance ten years— 
twenty years—fifty years? With 
one or two exceptions they are in- 
differently displayed, and in com- 
parison with the beautiful pic- 
tures and vivacious arguments of 
the present they can hardly be 
called attractive. Wherein lies 
their advertising value? 

Their greatest quality is, un- 
questionably—continuity. They are 
persistent, and ‘nave the force of 
the small, constant drop of water 
that bores a hole into granite. 
Another striking fact in connec- 
tion with every ad mentioned 
above is that it has an illustration, 
trademark or distinctive style of 
lettering. Taken unprepared, the 
reader. who is thoroughly familiar 
with the old-fashioned _ scroll- 
work device of tne Typewriter 
Exchange could hardly name one 
of its offices, or tell who uses the 
scroll-sawyer cut as an illustra- 
tion. But if he wanted a second- 
hand writing machine or a scroll 
Saw these ads would come to 


mind at once. They are always 
in the magazines, and the ad- 
dresses are easily obtained. A 
reader who makes a practice of 
looking over the advertising pages 
each month might find it impos- 
sible to describe a half-dozen of 
the full page wash drawings that 
have been used for Pears’ or 
Ivory Soap during the past year. 
They have passed out of his 
mind. But he will hardly forget 
the Lyon & Healy bandsman. 
Still another point worth noting 
is this: Every single one of the 
ads mentioned tells a complete ad- 
vertising story despite its battered 
type. There is no attempt to be 
witty, or to do fine writing, or 
even to make the matter fairly 
presentable. The information is 
bald and stereotyped, but it is in- 
formation such as the reader who 
has become interested will want. 
Does the highly artistic, polished 
page ad of to-day always give as 
much information as it migat? A 
fourth advantage possessed by 
this advertising lies in the man- 
ner in which it has been placed. 
Large numbers of mediums have 
been used all these years, ranging 
from the most expensive maga- 
zines and trade journals to’ the 
small country weekly and religi- 
ous paper. What the ads lack in 
size they have made up in persist- 
ency and wide diffusion. 

It would be unwise to give the 
impression that this is a form of 
advertising to be adopted, with all 
its crudities. But the things that 


make these small ads profitable 
are principles to be incorporated 
into any modern campaign. Con- 





Tyra aon 


STEREOPTICONS and VIEWS ie 
for Public 
trating ped, aon wzes, al! ag Chance for men pend line 
eapital to make money. oer Catalog 
MCALLISTER, 


Nassau St, New Vor 








TER, Mig. Optician, 49 





tinuity is still one of the greatest 
factors in advertising. The use 
of a trademark or permanent illus- 
tration forms the basis ef many 
successful campaigns. 
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GOOD FOR EL PASO! 
El Paso Daily Herald, 

Et Paso, Tex., Aug. 26, 1903. 
Editor of Printers’ INK: f 

During a recent conversation you 
inquired what support El Paso could 
draw from her surrounding territory. 
These are the facts. El Paso is the 
commercial center of a jobbing dis- 
trict that produces fully half as much 
wealth as the entire State of Iowa. 

This district tributary to El Paso 
produced and sold last year over $150,- 
000,000 worth of gold, silver, copper 
and lead. 

It produced 
worth of cattle. 

It produced and sold $5,600,000 worth 
of coal. 

The Rio Grande valley, a strip three 
miles wide and one hundred miles 
long, marketed $4,000,000 wogsth of 
farm products. . 

There are two large smelters in El 
Paso and ten in active operation within 
200 miles of El Paso. he ten smelt- 
ers pay out not less than $8,000,000 
a month for ore, or $96,000,000 a 


year. 

The finished product of these smelt- 
ers during the last twelve months was 
bullion having a market value of not 
less than $150,000,000. As now con- 
ducted, a mine is nothing but a fac- 
tory—an establishment for the produc- 
tion of copper, silver or gold ore. The 
importance of El Paso as a tabor mar- 
ket, distributing point and the com- 
mercial center is therefore apparent. 
Few cities of its size are able to 
control so absolutely a manufacturin 


and sold $9,000,000 


territor producing $150,000,000 0 
original value each year. 
Besides _ its 


mine and smelter pay 
rolls, El Paso has 2,500 men on rail- 
road pay rolls. Freight bills on local 
freight in and out of El Paso exceed 
$1,500,000 a month. Local ticket sales 
run from $60,000 to $100,000 per 
month. 

Within a radius of 250 miles from 
El Paso are 382 railway stations. All 
of these stations are ceached by El 
Paso papers at least 18 hours before 
they can be reached by newspapers of 
any other point This territory con- 
tains a population of 247,000. This 





population is divided among different 
roads in the El Paso territory as fol- 
lows: Popu- 

Roads. Stations. lation. 
Mexican Central.......... 5 0,000 
Texas Pacific........ oseecDe 14,000 
Southern Pacific.......... 39 32,000 
oo SS 2 ee eee 45 21,000 
Rock Island, main line... .42 14,000 
Rock Island, branches....29 4,000 
Rio Grande & Sierra Madre 6 3,600 
El Paso & Southwestern. .40 16,000 
Arizona & New Mexico....7 6,000 
Morenci Southern........ I 3,000 
Globe, Gila Valley & 

DK. “apcrarapeeen 4,500 
OS eer 66 19,000 
Santa Fe (Pecos Valley 

MOE) é.cc0es 0essctaccdS 10,000 

382 207,000 
Se, REED vcrcetdbbeiececccscsss SO 
Se ra aap, 


247,000 


El Paso bank clearings have ex. 
ceeded $1,500,000 a month for the last 
two years, which shows in a measure 
the importance of the city as a bank. 
ing center. El Paso clearings during 
the last year exceeded those of these 
cities: 
Syracuse, N. Y. 
Akron, O. 
Springfield, Ill. 
Lexington, Ky. 
Davenport, Ia. 
Macon, Ga. 
Topeka, Kans. 
Wichita, Kans. 
Helena, Mont. 
Lowell, Mass. 


Youngstown, Pa. 
Springfield, Mass, 
Wilmington, Del 
Birmingham, Ga. 
Fall River, Mass. 
Knoxville, Tenn, 
Wilkesbarre, Pa. 
Chattanooga, Tenn, 
New Bedford, Mass. 
Little Rock, Ark. 
Sioux City Wheeling, W. Va. 
Evansville, Ind. Charlestown, S. C. 

The jobbing territory, wholly or in 
part, supplied by El Paso, extends 200 
to 250 miles to the north, east and west, 
and includes northern Mexico for a 
stretch of 400 miles. Much of this 
territory relies upon El Paso for all 
emergency and broken lot orders, on 
account of the great advantage of 
local freight shipments. 

Every merchant, business man and 
miner in the El Paso district must 
have at the earliest moment two sets 
of quotations that are not given in 
any papers outside of El Paso. The 
first is the El Paso rate of exchange 
for Mexican money. This rate is gov- 
erned in a degree by the Mexican quo- 
tation, but varies from the Mexican 
quotation on account of local condi- 
tions. The El Paso rate is necessarily 
the rate used by every concern that 
has El Paso as its banking point. 

The second quotation of importanc- 


is the price current at the El Paso 
smelter for lead, copper and_ silver 
bullion. These figures differ from the 


New York quotations according to lo- 
cal conditions of supply and demand. 
Paso papers supply these quota- 
tions and also furnish the telegraphic 
news of the day 18 to 36 hours ahead 
of Los Angeles or Denver papers. 
The consequence is that El Paso pa- 
pers control their territory more and 
more thoroughly each year, and no ad- 
vertiser can hope to cover Texas, New 
Mexico, Arizona and the northern 
part of old Mexico untess he has at 
least one El Paso paper on his list. 
The Herald delivers papers daily at 
200 points throughout the Southwest 
and guarantees advertisers greater cir- 
culation than is given by any other 
paper in the El Paso field. It proves 
its circulation in any way desired and 
is the only El Paso paper that has 
furnished proof whenever requested. 
WILMARTH, 
Herald News Co. 


———_—_~+o+— 
APPRECIATION HAS A MORAL 
AND A MONEY VALUE 
An expression of appreciation is a 
tonic that sharpens more wits and in- 
cites more interested effort than the 
wage question. If more merchants 
would take time to observe and en- 
courage this interest by kind words 
and due apprecidtion, many clerks 
would grow into the business because of 
their love for it who now only watch 
~ clock and pay envelope.—The Key- 

one. j 


Manager the 
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We Have Added 
12 Extra Columns 





of advertising space to the December 
(Christmas) Lapiges’ Home JourRNAL. 
No further pages or advertising space 
can be provided. This extra allotment 
is already nearly all sold. All further 


orders should be sent at once. 


The Edition 
Will Far Exceed the Million 


THE CURTIS 
PUBLISHING COMPANY 


P.S.—The November issue, with 122 columns, 
was oversold. 
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WHO. GETS THE AGENT’S 
COMMISSION ON DE- 
PARTMENT STORE 
ADVERTISING? 





, 

According to a loose estimate 
made by the advertising manager 
of a Sixth avenue department 
store the ten leading retail estab- 
lishments of the metropolis spend 
$2,000,000 yearly for space in 
New York daily papers. These 
stores make a practice of prepar- 
ing their own copy, set up their 
advertisements in their own print- 
ing offices, and in the majority 
of cases their publicity is placed 
direct. If placed through an 
agent the business of these ten 
stores would represent to him a 
commission of $200,000 annually. 
As another $2,000,000 or $3,000,- 
000 is probably spent by smaller 
retail advertisers, there is a good 
$500,000 in commissions that must 
either be surrendered to the news- 
papers or go back to the stores 
themselves. With a view to 
learning what really becomes of 
this interesting sum every year, 
the Little Schoolmaster inter- 
viewed a general agent who is 
well informed on New York ad- 
vertising affairs in both their exo- 
teric and esoteric phases. 

“Only a few of the smaller 
stores place through an agent and 
permit him to retain the full com- 
mission,” said this authority. 
“Sometimes the commission is 
divided between the store and the 
agent on a basis of five per cent 
to each. One large group of 
stores in Sixth avenue places 
throu~h a dummy agent—a man 
who zaintains an office, does 
some general business, and is ac- 
coré:d the commission. He is 
paid tcn per cent by the papers on 
the business of this group, and 
pays it back to the stores, draw- 
ing a salary for his services. Still 
another group places direct, re- 
ceiving the commission from the 
papers. There may be a daily 
paper in New York that refuses 
the commission to a store that 
advertises steadily, but if so I 
have never heard of it. Some of 
the papers have two rates. The 
Journal, for example, charges 
fifty cents a line on out-of-town 


business, with fifteen per cent com- 
mission to agents. For local bus- 
iness the rate is forty cents a line 
and ten per cent. The World and 
Herald also have double rates.” 
An advertising agent of experi- 
ence and ability performs a real 
service to a general advertiser, 
giving him the benefit of his 
knowledge of mediums and plac- 
ing his business more cheaply 
than he could place it himself. In 
the case of the larger New York 
department stores an agent could 
probably render no service not 
performed by their own advertis- 
ing departments. This publicity 
is managed by men who know the 
New York field thoroughly, and 
who can prepare better copy than 
could be furnished by any one not 
in touch with their business from 
day to day. Each of the large 
stores really maintains an agency 
and could not dispense with it. 
They assert a reasonable claim 
to the agent’s commission, and do 
receive it through underground 
channels. Secrecy is maintained 
not to deceive recognized agents, 
who are entitled to protection, for 
it does not deceive. By according 
the commission in roundabout 
ways the papers can consistently 
refuse recognition to dummy 
agencies, which are being put for- 
ward in one guise or another con- 
tinually by general advertisers 
who want to save commissions. 
The business from such advertis- 
ers to each separate paper is in- 
significant in comparison with the 
steady income from a large 
department store, while any con- 
cessions to them hurt general 
agents, who are entitled to 
protection. For the sake of con- 
sistency, therefore, the New York 
dailies are inconsistent, and while 
the department stores really re- 
ceive commissions, it would 
doubtless be difficult to find a pub- 
lisher in the city who would enter 
into a discussion of the matter. 
Or 


WHERE it was formerly the cus- 
tom to speak of George H. Dan- 
iels as the General Passenger 
Agent of the New York Central, 
the press throughout the country 
now refers to him as the publish- 
er of the Four Track News. 
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Strength of Minneapolis Dailies 


The Powers Mercantile Company, of Minneapolis, one of the largest 
retail dry goods houses in the West, published a coupon in its advertisement 
in the Minneapolis dailies Friday evening, August 7, and Saturday morning, 
August 8. Returns (coupons) received Saturday, August 8, were as follows: 





Journal (Hveming)..cccccccccccsccvvccccccsscssceccces cecvecesscccccvcvevescccesces 759 
Tethane (vend). cccccccccccccscccevccese 1,233 = 

Tribune (Morming)....000. sccccccccccesees "337 t Tribune Total......... 1,570 
Pe SR Givakcnessns0400¥0b'scesdadedecccedeueubonwendsdrenrereabeanbanon 271 
CE iiudindbanvdhnd 0066506 6égsrstocveteéeestendeuseseensersvchoose Gute 83 


It will be observed that The Evening Tribune alone produced more replies than all the 
other dailies together. 

The Morning Tribune alone produced more returns by over 25 fer cent. than the 
Morning Times. 

The Evening Tribune alone brought over 60 per cent. more replies than the Evening 

ournal. 

. The Evening Tribune and The Morning Tribune combined delivered more than double 
the returns secured through the Evening Journal. 


. 





The other days on which coupons were printed in the papers follow, with the record of 
returns each paper produced : 


TUESDAY, AUCUST 11, 1903 


en ee Re rere heer ee So ree eee beietbinessceiussteees 28 
Tribune (Morning) sccccscccclccceicul ar Daily Tribune Total ..... 77 
WEDNESDAY, AUCUST 12, 1903 
ee rer em $036058908p coceeese besbydidune dss siseveeuteavial 39 
Tabune (Moming).cccc locus Lili Spf Daily Tribune Total...... 45 


Journal (Evening). . 
Tribune ( Seentien.... és 





Tribune (Morning)..............+- §$060066400c008 

Journal (Evening)......ccccccsccce eebbdesesesb needa Votubaretehassiah. saseuentinns 62 

BS . Sites aceeses+ss.40ucbede cots 71 , , 

OO es Oe eee 22 t Daily Tribune Total...... 93 
Tribune (Evening)...1,625 

For the whole five days..... .......05 $4 densessodees Journal (Evening)...1,017 
Tribune (Morning)... 417 

For all five days, Morning and Evening Tribune (together) ...... .....eeeescceeeeees 2,042 





Average daily circulation For the first seven 
THE MINNEAPOLIS TRIBUNE, a 1 9 6 5 months of 1903. 
(Many thousands greater than any other Minneapolis daily.) 

Daily average for August 
y average for August, 74,091 





Number of Columns of Advertising in Minneapolis dailies for August : 
Cols. In, Cols. In. Cols. In. 

Tribune, 1,436.07 Times, 960.06 Journal, 1, 3L2.E8 
A careful measurement each day during August of all advertisements in the Minneapolis 


dailies uuder my personal direction reveals the above results, which I know to be absolutely 
correct, A. D. HENDERSON, Advertising Auditor. 
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THIRTY-EIGHTH WEEK. 


In response’ to the weekly ad contest, now in its thirty-eighth week, 
forty-nine advertisements were received in time for report in this issue of 
PRINTERS’ INK. The one reproduced below was deemed best of all sub- 








— 





THE ONLY ROCK . 
On, Which si Can ‘Place’ Absolute, Reliance 
we HIS” 23 
ie fe Insurance. 


Lin the. ip of Future Happiness. for 
Your” ‘Family by _ Securing a Eolicy 





“cINSURA CE CO. OF AMERICA: 


en Prest. ree Information DeptY Home Office: Newark, N.J. 
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mitted. It was sent in by Leon Hampton, 351 Bullit Building, Philadelphia, 
Pa., and it appeared in Coliter’s Weekly for August 29, 1903. A coupon as 
provided in the conditions which govern this contest was mailed to Mr. 
Hampton. 





PRINTERS’ INK. 

















.. The.. 








Nashville Banner 








One of the Thirty-Six. 


1903 CIRCULATION 





Daily Average for January, ‘ : 16,211 
a ” “| February. ; 16,727 
ws ws “© March ; 17,281 
“ " “© April ; . 18,472 
° . ‘* May ; : 18,640 
- “ “ June ; ; 19,556 
= a “ July ‘ ; 19,401 


Average for Seven Months 18,041. 


THE BaNNER’s subscription price is the highest, 
its circulation the largest, and it carries more local 
and more foreign advertising than any other 
Nashville newspaper. 


Vreeland-Benjamin Special Agency, 


150 Nassau Street, Tribune Building, 
New York. 2 Chicago, il. 


BANNER PUBLISHING CO., NASHVILLE, TENN. 
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THE VALUE OF CLASSI- 
F ADS 





The business manager of a 
New York daily recently gave the 
opinion that each want ad inserted 
in a newspaper generally recog- 
nized as a want ad medium—such 
a paper as the New York Herald 
or World—was equivalent to one 
hundred readers who would not 
have bought the paper for its 
news. Tnis was regarded as an 
overstatement by the business 
manager of another metropolitan 
—one that is distinctly a want ad 
medium. 

“There’s no way of telling how 
many extra readers a want ad 
will bring,” he said. “You can 
be cure of just one—the man who 
inserted the ad. However, there’s 
one fact about small classified ads 
that amounts to the same thing. 
People who buy a want ad newspa- 
per read the small ads. They don’t 
stop there, either, but learn to 
read all the advertising. Conse- 
quently each thousand of circula- 
tion of such a paper is worth 
more in results to advertisers than 
the circulation of a paper that 
does not carry this business.” 

Three dailies in New York hold 
supremacy in classified advertis- 
ing—tne Herald, World and Tele- 
gram. These papers also carry 
as great a volume of display ad- 
vertising as any others, and more 
than the average. Nor is this all. 
The greater number of metropoli- 
tan dailies are, in a sense, class 
mediums when it comes to adver- 
tising. One reaches business men, 
another is good for a high-grade 
book proposition, while still an- 
other appears to be remunerative 
to those in search of weak men. 
But the Herald, World and Tele- 
gram carry advertising which in- 
dicates that their circulation is 
broad and general, reaching the 
great average of the city’s popu- 
lation. This breadth of scope is 
not the result of the classified 
advertising. The want ads re- 
flect the scope in circulation. 

Classified advertising made one 
of these papers—the Telegram. 
Established in 1868, for more than 
thirty years it was far from profit- 
able. When James Gordon Ben- 
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nett visited New York the last 
time, some four or five years ago, 
he practically gave orders to dis- 
continue the Telegram, but its 

managers asked for one year more 
of grace, hoping that they could 
put it on a paying basis. The mat- 
ter was talked over, and ways of 
increasing circulation were dis- 
cussed. There had never been an 
evening paper in New York with 
a strong want ad patronage, and 
it was finally decided to attempt 
to build up the paper along this 
line. Mr. Bennett produced a 
copy of a London penny daily that 
was making a success of exchange 
ads—enabling the people for a 
few pennies to offer things they 
did not want for something that 
they desired. This gave a distinct 
idea to exploit, and it was adver- 
tised in advance not only in the 
Herald and Telegram, but in 
otner papers and on the boards. 
News items and reading notices 
were used more freely than dis- 
play advertising, and the humor- 
ous side of the exchange column 
was not lost sigit of. The de- 
partment opened on a Monday 
afternoon with twenty small ads. 
Next day there were forty, and 
the next day eighty. The num- 
ber kept increasing until at the 
end of three weeks there was a 
full page. A few months later 
there were three pages. The ex- 
change column proper was soon 
outgrown, for people inserted help 


wanted, situations wanted, real 
estate for sale and rent, business 
opportunities and every other 


form of small classified advertis- 
ing. The idea of an evening pa- 
per carrying classified advertising. 
together with the novel form of 
presentation, struck a responsive 
chord. Reporters were sent out to 
get interviews with those who in- 
serted curious ads, and to write 
articles about advertisers who had 
received remarkable numbers of 


replies. This fostering of an 
active human interest in the 
classified ads of the Telegram 


has been steadily continued, and 
has unquestionably had much to 
do with the paper’s upbuilding. 
Some authorities have endeavored 
to account for the Telegram’s suc- 
cess by regarding it as an even- 
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ing edition of the Herald, which 
is a debatable theory. The want 
ads not only sold the paper, but 
called the attention of readers to 
the fact that the Telegram was a 
good newspaper. ‘In 1900 Mr. 
Bennett gave permission to state 
circulation, and this, with the 
prestige already gained, made the 
Telegram one of the most profit- 
able properties in the country. 
Several other New York evening 
papers subsequently took up the 
exchange ad idea, spending large 
sums to repeat the Telegram’s 
success, but none succeeded. 

The growth of a want ad pa- 
tronage is usually slow. The 
Telegram’s experience is excep- 
tional. The fact that a paper 
carries the bulk of small classified 
advertising in its community 
commonly goes to show that it is 
firmly established. In the majority 
of cases it is an old paper, and 
has carried this business for years. 
Want ads will not maintain the 
circulation of an indifferent news- 
paper, though the medium that 
carries them can often hold this 
patronage in the face of active 
competition by a paper that is as 
good. There is a distinct connec- 
tion between classified and dis- 
play advertising. A paper known 
as a want ad medium is usually a 
favorite with local advertisers, and 
secures as much general business 
as any of its competitors. Some 
general advertisers make a prac- 
tice of selecting mediums by their 
want ad patronage. This is be- 
coming so well known among 
publishers that the number of lines 
of classified advertising carried 
during a given period is consid- 
ered as good an argument as a 
statement of circulation. It makes 
an excellent backing for a circu- 
lation statement. The insertion 
of a classified ad may not bring 
a hundred extra readers, even in 
New York. It may not bring a 
half-dozen. But the fact that a 
classified ad is inserted tends to 
prove that the paper has already 
one hundred readers who will 
look for the ad, and that its cir- 
culation is not confined to a class 
or political faction, but is laid on 
broad lines among the mass of the 
people in its community. 








The fact that 
Th 


Chicago Recor-Heral 


Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619 columns, cov- 
ering the same period, means 
this : That many new adver- 
tisers are giving the prefer- 
ence to THE CHICAGO 
RECORD HERALD over 
other Chicago newspapers, 
and that the old adjventinien 
have found it profitable to 
increase their space in its 
columns. 











A Reasonable 


Proposition 


Believing that outside advertisers are en- 
titled to know all the facts ebout this field, 
and appreciating that there is a wide differ- 
ence ie circulation claims made 
in directories and in other forms by the 
publishers of the evening papers in Mil- 
waukee, and what THE JOURNAL believes to 
be the facts ; THE JOURNAL will make it _ 
sible for any advertiser or agent, spendin 
an advertiser’s money, to protect them- 
selves and at THE JOURNAL’s own expense. 
Each of the two other evening papers 
claims a daily circulation of over 20,000. 
Together they should have over 40,000. 
JOURNAL claims to have over 30,000 daily 
paid circulation and more than the 





er, 
the paid city circulation alone of THE 
JOURNAL is larger than is the total paid cir- 
culation of either. THe JouRNAL will pay 
000in cash to any advertiser, who can, 
with the records, disprove its claims or 
verify the claim of either Ra the other 
papers. E JOURNAL hereby agrees to 
open, without conditions, all of its records 
pertaining to circulations. 
Journal Want Ads are Like Busy Boys. 
THEY FETCH 
Cost One Cent a Word. 
2 LINES—2 TIMES—2 BITS. 
The Journal Carries More Than All Other 
Evening Newspapers Combined. 
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WANTED IN KALAMAZOO. 


Office of the Kalamazoo Telegraph, 
KALAMAzOO, Mich., Aug. 27, 1903. 
Editor of Printers’ Ink: 

1 would like to see an article in the 
Printers’ INK on the question “What 
is Circulation,” from an advertiser's 
point of view. 

What is the limit of free copies, and 
is the circulation maintained in sur- 
rounding towns, at a loss of from ten 
to twenty-five dollars per week in 
each town, by selling for one or two 
cents a week, considered by advertisers 
genuine circulation? 

if in the present condition of com- 
petition among the newspapers it is 
simply a question of giving papers 
away in order to make an apparent 
showing to advertisers, the newspa- 
er publishers should know it. 1 “ 
jeve I have never seen in the Print- 
ers’ INK or in any other similar pub- 
lication a discussion of “What is Cir- 
culation.” I would like to find out. 

Yours very truly 
Epwarp N. 


PrecisELy such an article as 
Mr. Dingley desires to see had 
a place in the columns of PRINT- 
Ers’ INK, issue of February 109, 
1902. It is now reproduced for 
the benefit of whomsoever may 
be interested: 


WHAT IS CIRCULATION? 
By George P. Rowell. 


In deciding the comparative ca- 
pacity of a newspaper to render 
him service that will return a 
profit above the price paid for it 
the advertiser will consider the 
character or reputation of the pa- 
per, the class of its clientele and 
the number of people who can be 
appealed to by use of its columns. 

The character of a paper, if it is 
old or famous, becomes a matter 
of common notoriety. It can also 
be judged by an inspection of its 
pages, if a copy is at hand. 

The character, however, cannot 
be definitely and accurately ex- 
pressed by any word, phrase or 
sentence, although it was long 
thought safe to judge of it by 
the subscription price. The higher 
the price the higher the character. 

There is found, in actual prac- 
tice, to be but one element of 
value to an advertiser that it is 
possible to definitely express in a 
word or sentence, and that is its 
circulation. 

Notwithstanding the possibility, 
it is not found easy to express the 
circulation with definiteness in 


’ 
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such a way that the answer to the 
inquiry shall be given with a full 
intent to convey the information 
expected. It has taken long years 
to learn to specify what shall be 
deemed circulation and to learn to 
ask and answer questions concern- 
ing it in such a way as shall in- 
struct and not deceive. The circu- 
lation an advertiser is actually in- 
terested in is the number of read- 
ers that to-morrow’s paper con- 
taining his advertisement will act- 
ually have. This cannot be fore- 
told, and it has come about that 
advertisers are best satisfied with 
a table showing the actual and 
average output for the period of 
a full year preceding a recent date, 
and enterprising publishers are 
nowadays prepared to convey this 
information. 

In these days of cheap postage 
and making paper out of trees it 
has come about that there is, in 
many cases, a wide difference be- 
tween the number of papers issued 
from the pressroom and the net 
sales to persons who become act- 
ual readers. This has led conser- 
vative and conscientious publish- 
ers to keep such records as will 
enable them to report not only 
how many copies come from the 
press, but by eliminating file cop- 
les, complimentary copies, papers 
sent to advertisers, exchanges and 
such as are returned unsold, to 
set forth what may honestly be 
called a net circulation. It is 
rather difficult, however, to ex- 
press in a word just exactly waat 
has been eliminated to arrive at 
the net issue, and it is vastly easy 
for an unscrupulous rival to adopt 
the little word net, and his can- 
vasser or representative easily be- 
lieves that his claim is just as 
accurate as the other. 

If he does not believe it he may 
still be willing to assert so much, 
and that to the advertiser wao 
thinks he is talking with an hon- 
est man is just as effective. 

It is possible to verify a claim 
as to the number of copies printed 
with almost absolute accuracy: 
while the number of papers that 
are actually read can never be as- 
certained with certainty. On this 
account it has sometimes seemed 
that inquiries beyond the actual 
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number printed are in fact so many 
invitations to attempt deception. 

Lying is cheaper than white pa- 
per, and in no office do they print 
more papers than they have a pos- 
sible use for. = 

Publishers are — enterprising, 
hustling, pushing, bragging on the 
one side and conservative, honest, 
plodding on the other. The first 
sort will issue more papers than 
the second sort, will take back 
more, will fail in more cases to 
collect for such as are retained, 
but at fhe same time, with their 
push, energy and vim, will sell 
perhaps more than the conserva- 
tive rival and perhaps accept ad- 
vertising at a lower price. 

For some sorts of advertising 
the circulation of the hustling pa- 
per is worth more than the other. 
The rapid growth of the sapling 
is less strong than the ripened 
wood of an older tree, but dead 
spots, hollows and rotten places 
are only to be found in mature 
trees. Many trees and many news- 
papers are too mature. 

For many purposes a sample 
copy edition is worth quite as 
much to an advertiser as one sent 
to paid subscribers. The man 
wno does not have many papers 
looks witn considerable interest at 
a stray one that comes to his 
hand; while many a man pays for 
a paper that no one in the family 
reads, because he has taken it so 
long he does not like to stop it. 

Whatever is valued highly is 
preserved. The publisher is less 
likely to give away a thousand 
5-cent papers than he is to distri- 
bute freely an equal number of 
copies for which he gets but one 
cent when he gets anything. The 
higher the price, therefore, the 
more the circulation is likely to 
be worth per thousand. 

Knowing the price at which the 
paper is sold, and the number of 
copies printed, the advertiser, with 
a copy of the paper in ‘his hand, 
can tell pretty well what the value 
of the publication will be to him. 

The editor of the American 
Newspaper Directory, after thirty- 
five years of experiment, contents 
himself with learning how many 
complete copies have been printed 
of each issue for a year, and by 
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addition and division ascertaining 
therefrom tne average issue. 

Reports of this sort he is able 
to obtain from about fifty out of 
every hundred papers, and no judi- 
cious advertiser uses so large a 
portion as one-half of the papers 
published. He selects those whose 
circulation he can ascertain. 

c wath 
IT PRICES ON POOR GOODS 
WIN NO TRADE WORTH 
HAVING. 

Cheap goods are high at any price. 
There is a_ range to the quality of 
oods as well as to prices, a range and 
imit. within which one can buy and 
sell with safety, beyond which you can- 
not go without endangering your repu- 
tation and the good will of your pa- 
trons, and it should be and is the 
policy of every good merchant to avoid 
that danger. No merchant has ever 
lost a customer by selling him good 
goods, but man have etallen from 
grace because they carried inferior 
goods. The low price of an article is 
soon forgotten after the deal has been 
made, but it is the good quality of an 


Cl 


article that remains and speaks for 
ves —.Merchants’ Record and Show 
Window, 

+ - > ___— 


WHEN you are watching your com- 
petitor all the time you haven’t time to 
be thinking of schemes to draw custom- 
ers to your store.—White’s Sayings. 








THE 


TORONTO DAILY STAR 


The Popular Evening Paper 
of Toronto. 


Circulation Nearly 22,000 


SWORN. 


Carries More Local advertis- 
ing than any Toronto paper, 
morning or evening. 

Circulates well among the 
better classes, but appeals to 
the great middle classes es- 
pecially. 

It is growing in favor faster 
than any other Toronto paper. 
It carries one advertising con- 
tract the largest in any paper 
in the Dominion. 

Progressive, up-to-date and 
never ‘‘ yellow.” 


For rates apply to 
The Logan & Cole Special Agency, 
T: Ibune Bidg., Nw York and Chicago 
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MR. TAMMAN IS JUSTLY PROUD, 





BEGINNING OF NEWSPAPERS. 

The first permanent American news- 
paper was printed by John Campbell, 
postmaster of Boston, April 24, 1704, 
and was called the Boston News-Letter. 
It was printed on a half-sheet of pot- 
paper with a small pica type, folio. 
Extracts from the London Flying Post, 
a few articles of Boston news and one 
advertisement formed its contents. The 
advertisement was from Campbell him- 
self, calling attention to his new enter- 
prise and offering to print advertise- 
ments of any nature at a cost of 
“from twelve pence five shilling 
and not to exceed—— 

The first sheet of the first number 
of this paper was taken damp from 
the press by Chief Justice Sewall and 
shown to President Willard, of Har- 
vard University, as a wonderful curi- 
osity. 

The third American paper was the 
Boston Gazette. The fourth the Phila- 
—s Mercury (1719). New York 
had no newspaper of its own until 


to 
” 


1725. 

The first American 
scarcely more than reprints of Euro- 
pean—chiefly English—papers, and 
were only tolerated so long as they 
gave no offense. 

To the searcher after historical facts, 
the advertisements are the most inter- 
esting and valuable part of the papers. 
These, after the manner of the English 
advertisements of the same date, related 
chiefly to runaway slaves and appren- 
tices, and were characterized by the 
same minute descriptions of personal 
peculiarities and deformities. 

ne of the most interesting of these 
is taken from the Philadelphia Mer- 
cury (1719), and refers to a runaway 
bondsman: 

“He has on one hand S. P. in blew 
letters and on the other blew spots. 
And upon one arm our Savior upon the 
cross and upon the other Adam and 


papers were 


Eve all supposed to be done in gun 
powder. He is a Saylor.” 

Another advertisement from the same 
paper, reads as follows: 

‘All persons who are indebted to 
Capt. Samuel Hollyman, of Philadel- 
phia, are required forthwith to come 
and pay the same to him at the home 


of Mr. Robert Ellis, in order to pre- 
vent further trouble. His _ indisposi- 
tion and lameness rendering him un- 


capable to attend them, he designing to 
depart for London in a fortnight’s 
time.”’ 

At the bottom of the last page of the 
Mercury was the printer’s address with 
the announcement: “At this place ad- 
vertisements are taken in, linen rags 
bought, and good lamp black sold.” 

These early newspapers are curiously 
unlike those of to-day. Very little 
space was devoted to editorial articles 
or expression of opinion. News—much 
of it several weeks old—and an occa- 
sional advertisement, all printed in the 
same kind of type and with no attempt 
at display, fill the short columns. But 
these initial sheets are as illustrative 
of the people and customs of the cen- 
turies in which they were printed as 
are the newspapers of 1903 of our own 
epoch. 

The voluminous journals of to-day, 
with their millions of readers, are but 
the natural and progressive outcome of 
the tiny sheets with their limited circu- 
lation, printed before the days of Amer- 
ican independence.—Mahin’s Magazine. 
+ >>—_____ 

GET IT INTO CIRCULATION. 
“You ought to see my ad,” said Brown, 

“The one by Dobbes, the artist; 

It’s on a fence northwest of town, 
: And is the season’s smartest.” 
‘T’llgiry to take it in,” said Gray; 

“Be, lest the chance should fail, 
Put postage on the fence some day 

And send to me by mail.” 

—Ephraim Dean, in Ad Sense. 
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The American Newspaper 


Directory for 1903 shows 


THE 


Pirtssure Press 


to have a larger circulation 
than any other newspaper 


published ia Pittsburg. 





C. j. BiLLSORN, 
Manager of Foreign Advertising, 


NEW YORK AND CHICAGO. 


— 
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ROLL OF HONOR PRIZE COMPETITION, 





In April, 1903, Printers’ INK 
inaugurated a new department 
called “A Roll of Honor.” It is 
published weekly in preferred po- 
sition and contains the names of 
publications whica furnish to the 
American Newspaper Directory a 
detailed circulation statement, duly 
signed and dated, so that advertis- 
ers may know by weight and meas- 
ure what they buy when they place 
a contract with the paper. Those 
publishers who are entitled to a 
place in a “Roll of Honor” are 
the ones who believe in ‘nonest 
dealing, who believe that cold, 
hard business shrewdness does not 
exclude the highest ethics in deal- 
ing with their fellow-men: Hon- 
esty. ms ? 


The Roll of Honor has such 
virtues, and such advantages for 
those who are entitled to a place 
in it, that it received from the start 
an unanimous indorsement from 
publishers, advertisers and special 
representatives. ; 


The “Roll of Honor” is a 
clfoice service for those who are 
entitled to it by reason of its al- 
most nominal expense. Another 
advantage is the fact that a pub- 
lisher entitled to a place in it may 
state for a month or a quarter just 
past how much his circulation ‘has 
gained during such a period. 

The specific conditions under 
which this may be done are simple 
and easy to comply with, viz.: 

Any publisher who is entitled to an 
announcement under the caption “A 
Roll of Honor” and desires to state 
therein what his average circulation for 
a month or quarter just passed has been, 
may do on, peosited he hands in a state- 
ment in detail, properly signed and 
dated, covering the period, and made in 
accordance with the rules of the Amer- 
ican Newspaper Directory. Such _addi- 
tion to appear in italics, immediately 
following the Directory page reference 
number. Additional space occupied to 
he paid for at the regular rates, twenty 
cents per line. 

EXAMPLE: 
PENNSYLVANIA. 

Philadelphia, The Evening Bulletin, D. ex. 8. 
Average for 1902, sworn, 180,489 ». Ci 
net paid. Average for frst four months of 1903, 
sworn, 140,661 copies net paid. 

“In Philadelphia Nearly Everybody Reads the 
Bulletin.” 


Publishing 


* York, Dispatch, daily. Dispetch 
801 (893). Average for 


Co. Average f 1902, 
March, 1903, 2,299. ” 


This feature of the “Roll of 
Honor” does particularly appeal to 
prosperous and progressive pub- 
lishers because they could not pos- 
sibly acquain€ advertisers wita 
these facts in any other way for 
the same expenditure of money, 
nor could they reach, without much 
clerical labor, such a large and: de- 
sirable number of advertisers every 
week in the year. Change of copy 
is always free of charge. 

These are some of the advan- 
tages, but there are many others. 
And to bring such conspicuously 
to the front, the following prize 
competition will open on July 29, 
1903, to all readers of the Little 
Schoolmaster : 

$100 will be paid for thearticle 
which is deemed the best in set- 
ting forth why every publisher 
entitled to a place in the ** Roll 


of Honor” should make use of 
the service. 


$50 will be paid for the second 
best article wanted as above, 


$25 will be paid for the third 
best article wanted as above. 


RULES WHICH GOVERN THE CONTEST. 
(1) The article must clearly set forth 
the terms of the “Roll of Honor” as 
described in that heading of the first page 
of the “Roll of Honor” published in 
every weekly issue of PRINTERS’ INK. 


(2) It must give sane reasons why the “‘ Roll 
of Honor” is a help to those papers entitled 
@Paplacehik 

(3) The author of an article so writ- 
ten must have it published in some sort 
of a publication, either in a display ad- 
vertisement, or as an essay. 


(4) The space occupied by such an 
article must be equivalent to not less 
than five dollars’ worth of space in the 
publication in which it appeared. 


(s) A marked copy of the paper in 
which the article appeared must be mail- 
ed to the editor of Printers’ INK and 
also a clipping of the same must be sent 
under sealed letter postage marked “Roll 
of Honor Contest,” care editor of 
PRINTERS’ INK. 


(6). As an acknowledgment and a 
partial payment of such service, every 
contestant will receive a coupon good 
for a cash payment to one year’s sub- 
scription to Printers’ INK. 


(7) Every week the editor of Print- 
ers’ INK will carefully weigh the merits 
of each contribution so received and 
choose from that number the one deem: 
ed - best submitted in that particular 
week. 


(8) The article so chosen every week 
will be published in Printers’ Iwnx, 
——- with the = of its author 
and the name and date of the 
which it hed insertion. 9 
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(9) As a further recogniticn of such 
an article an additional coupon as de- 
scribed under rule No. 6 will be sent 
to the weekly prize winner and another 
coupon of the same class to the adver- 
tising manager of the paper in which the 
article appeared. 

(10) After the competition has pro- 
gressed what is deemed a far enough 
period—at any rate not later than De- 
cember 9, 1903—it will be closed and 
among the whole number of the weekly 
prize awards the best three will be 
chosen and cash prizes awarded as al- 
ready stated above, viz.: $100 for the 
best article, $50 for the second best ar- 
ticle, $25 for the third best article. 

(11) Feitene _geveeete of the thtee 
prize winners will also be published in 
the final account of this contest. 


(12) This contest is open to every- 
body. There is no limit to the number 
of articles one may submit as above stat- 
ed and no bar to the publications in 
which they are to be inserted. 


Every young man and woman 
interested in advertisi should 
take part,and among the staffs 
of the papers already members 
of the *“*Roll of Honor’ there 
are probably many bright youn 
fellows who can write an excel- 
jent article and one that ma 
land one or two of the cas 
prizes to be paid about Christ- 
mas time. Strict complHance 
with these rules must be observ- 
ed, otherwise entries may fail of 
recognition. til 

An opportunity is hereby offered 
to bright men to obtain an amount 
and quality of publicity which 
money could not be easily made 
to buy. , ; ; 

Amateur adsmiths will not fail 
to note that the prize competition 
offers a rare opportunity to have 
their successful work passed 
upon, not only by the Little 
Schoolmaster in the Art of Ad- 
vertising, but by all his pupils ev- 
erywhere, and the class includes 
the successful advertisers of the 
civilized world. oo 

Mere wordings and fine writing 
may have much less show than the 
rugged, ‘nomely expression of the 
less literary talent. What is want- 
ing are true, strong, virile state- 
ments of facts. The principal fact 
to be emphasized is why a publish- 
er whose paper is entitled to a 
place in the “Roll of Honor” 
should enlist in it and what the 
business and moral advantages are 
to bring the fact before the adver- 
tisers of the country through 
Printers’ INK. 

For further information, if de- 
sired, address Editor of Printers’ 
INK, 10 Spruce street, New York. 
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OPINIONS. 


The new department, a “Roll of 
Honor,” appeals to me strongly. If 
utilized generally, as have no doubt 
it will be by all publications of “veri- 
fied circulation,” it will be an added in- 
centive to publications of unknown cir- 
culation to uncover.— Murphy, 
Put. Minneapolis Daily, Sunday and 
Farmers’ Tribure, Minneapolis. 

“At the outset I recognized in the 
“Roll of Honor” a form of advertising 
that is not only inexpensive, but pecu- 
liarly effective for the papers that I rep- 
resent, while its value to advertisers is 
beyond question. Realizing its help in 
the work of a special agent, I Bn Bn 
ly wrote to all papers on my list urging 
the publishers to secure representation. 
As a result fifteen of them have made 
contracts.”—E. Katz, Special Agent, 
New York City. 





Mr. M. Lee Starke, who has offices 
in both New York and Chicago, ana 
whose present list consists of the Wash- 
ington Star, Baltimore News, Newark 
News, Indianapolis News, Montreat 
Star and Minneapolis Journal, said to a 
representative of the Little Schoolmast- 
er: “The advertiser who will use a pa- 
per that does not reveal its circulation 
1s not wise. In my opinion the ‘Roll 
of Honor’ will very quickly become the 
handiest and most useful reference list 
for the average advertiser Three of my 
papers are already enrolled, and I have 
urged the other three to secure repre- 
sentation.” 


“We think so much of it here that 
if our papers were not willing to pay 
for space in the ‘Roll of Honor’ we 
would be glad to pay for it ourselves,” 
said Samuel E. Leith, of Leith & Stuart, 
1so Nassau street. “Our ublishers 
have been keen to see its value, how- 
ever. Three are already enrolled. Three: 
others who sent st itements too late for 
insertion in this year’s Directory find 
it a hardship to be excluded until next 
year.” Mr. W. C. Stuart of the same 
agency said: “It is the first list of the 
kind made up with good stable judg- 
ment back of it. Other advertising pub- 
lications have established similar de- 
partments, but the lists were of no prac- 
tical value. The idea of a ‘Roll of 
Honor,’ with the prestige of the American 
Newspaper Directory, which is unquestioned 
as an authority on circulation, will make it the 
standard guide for advertisers.” 


Henry Bright, of Bright & Verree. 
representing a list of twelve papers in 
hoth New York and Chicago, favors tne 
“Roll of Honor.” “Four of my papers 
are now enrolled. The department cov- 
ers several points of quality not covered 
hy the American Newspaper Directory, 
hut its chief usefulness is the opportuni- 
ty it accords honest publishers of stat- 
ing a growing circulation. The provr 
sion in the ‘Roll of Honor’ permitting 
a publisher with a figure rating to make 
a new statement for a quarter or montn 
just passed enables him to present his 
circulation to date. One of my papers 
has come to the front very rapidly the 
past year, and naturally derives great 


benefit from this provision. 
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ROLL OF HONOR PRIZE 
COMPETITION. 


SEVENTH WEEK. 


In response to the contest an- 
nounced on the two preceding 
pages two articles were received 
in time for report in this issue of 
Printers’ INK. Of these, the one 
reprinted beiow was deemed tne 
best. It was written by Chas. 
S. Parker, senior editor of the 
Arlington, Mass., Advocate, and 
it appeared in that paper on 
August 29, 1903. In accordance 
with the rujes which govern this 
contest, a coupon entitling the 
holder to a paid-in-advance sub- 
scription to PRINTERS’ INK, good 
for one year from date of pre- 
sentation, was sent to Mr. Parker 
when the marked copy of the pa- 
per was received. Two addition- 
al coupons, one to Mr. Parker and 
one to the advertising manager of 
the Advocate, were sent in accord- 
ance with the terms of the com- 
petition, after the choice for the 
week had been made. Mr. Park- 
er’s effort will now be placed on 
file and it will have further con- 
sideration when the time for 
awardir:g the cash prizes arrives. 
Tne article as it appeared in the 
Advocate follows here: 

A RETROSPECT. 

Thirty-five yom ago the writer 
engaged in so aang advertising for the 
first issue of G Rowell’s Ameri- 
can real ‘Wisestecy and for the 
first time fully realized the utter im- 
possibility of a reliable informa- 
tion regarding the bona-fide circulation 
of any sort of publication. He has 
therefore not been an uninterested ob- 
server of the effort of the firm he 
then represented (continued through all 
these intervening years and by num- 
berless devices) to persuade publish- 
ers of high-class publications and dail- 
ies of wide circulation to be as frank 
and honest in this ‘branch of their bus- 
iness as they are in other matters re- 
lating to finance, or the country pa- 
per with its job department to be as 
trustworthy regarding the number of 
papers | printed each week as it is 
in delivering work at full count and 
up_to standard in quality of stock. 

Immense progress has been. made, 
however, and to-day the advertiser can 
know to within a small fraction just 
how many thousands of circulation a 
certain amount of money paid for ad- 
vertising will command, thanks to_the 
ingenuity and persistence of Mr. Row- 
ell’s firm. 

_ The latest device, doubtless emanat- 
ing from the brain of Mr. Rowell, who 
for forty years has set the pace for 


was 


PRINTERS’ INK. 


advertising the countr 
establishment of a Roll of Honor, in 
connection with his PRINTERS’ INK, 
This roll is made up of papers willing 
to present a sworn statement regard- 
ing circulation, which in return are ac- 
corded certain privileges and favors both in 
Painters’ Ink and the American Newspa- 
per Directory, and in working out the 
scheme, publishers and others are in- 
vited to give their views as to the 
practicability and utility of the plan. 
The following is our response to the re- 
quest: 


over, is the 


Some REAsons 
Why A Place In Printers’ INK Roll 
Of Honor Is Of Value. 
(1) That any separation from a 


mass into a class has an advantage to 
the publication securing a place in it 
must be apparent at a glance. When 
that class worthily bears the title Roll 
of Honor, that value is multiplied, 
provided the power conferring it is 
entitled to respect. 

(2) The high place PRINTERS’ INK 
occupies in the esteem of newspaper- 
dom and the people using its advertis- 
ing space to reach the general public, 
makes any Roll of Honor it may plan 
of sterling worth. Advertisers rely on 
the statements of its editors to a de- 
gree surprising in this distrustful, not 
to say faithless, age, because in all the 
twenty-odd years since it started con- 
fidence reposed in it has not been 
betrayed. Among scores of competitors, 
it stands as it did when it opened the 
field, without a successful rival, and 
the honor of winning any of its 
prizes has always been of more value 
than the trophy won. 

(3) Advertising is being reduced to 


a science. A prime factor in the prob- 
lem to be solved by the advertiser is 
the amount of publicity that can be 


given to his project for a given sum 
of money. In the Roll of Honor list 


there is the smallest element of un- 
certainty—a minimum risk of error in 
computation. 

(4) | Any list made up by a general 
advertiser is likely to be partial. The 
“honor” publication is more likely to 
be in it than one in the same city or 
town not so classed. 

(5) Any publicity given to a publi 


cation outside its own field is of value. 
It is worth something to be once quot- 
ed by a contemporary. To command 
notice from many by reason of ex- 
cellencies each has recognized, is sure 
to widen the scope of influence and add 
to its value. The honor roll is in 
this line. 

(6) <A place in the Roll of Honor 
shows the publishers believe in taking 
their own medicine; that they believe 
in advertising —‘ ‘show their faith by 
their works.” 

(7) _ No restrictions hamper those 
who seek a place in the list, the coun- 
try weekly being on a par with the 
metropclitan daily as to eligibility. 

(8) t is Printers’ Ink Roll of 
Honor. Pages of nicely turned sen- 
tences, abounding in adjectives, could 
Say no more than this single line con- 
veys to the thousands of newspapers 
and countless advertisers of the world- 
wide field in which it circulates. 

>. S. Parker, 
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(A Roll of Honor ) 





Notg.—Advertisements under this caption are accepted from publishers who, 


according to the 1903 issue of the American Newspape 


r Directory, have submitted for 


that edition of the Directory a detailed circulation statement, duly signed and dat 
These are generally regarded the YY jee who believe that an advertiser best a right 


to know what he pays his hard cas 
The 
number in brac 


black ny denote the i issue for the 
ets denotes the page in the American } 


ear indicated. The light-faced 
‘ewspaper Directory which con- 


tains the details of the publication's Saenster. No amount of money can purchase a place 


in this list for a paper not entitled to 


Advertisements under this pan na, ‘will also be accepted from publications to which the 


American Newspaper neers accords the sign ( 
superior excellence in quality of a. 
ts per line under a YEARLY contract, $20.80 for a full 


tion, if entitled as above. cost 20 ce 


©), the so-calied gold marks, denoting 
¢ Announcements under this classifica- 


year, 10 per cent discount if paid wholl inadvance. Weekly, monthly or quarterly correc- 


tions to date “yee increase of circulation can be made, 
properly signed and dated, covering t 


astatement in detai 


provisos the publisher sends 
e additional period, in accord- 


ance with the rules of the American Newspaper Directory. 


ALABAMA. 


Anniston, Evening Ster. pans overnae for 


1902, 1,159. Weekly, 2,02 (33). 
First six months, 1903, 008, daily 2 5 sees 


Ry Birmingham News. Daily av- 
rage for 1902, 18,488 (34); first seven months 

$903" Ws 17,8985 July, 1903, 1903, 20,1 3 guaranteed. 
Birmingham, Lodges. edger. dy. Average for 1902, 
18,980 (34). Av. Sor Jv uly, 190 1903, 17,147, guar’t'd. 
Montgomery, Advertiser. Advertiser Co. Av- 
erage circulation for 1902, guaranteed, daily 10,- 
895 (0), weekly 12,841, Sunday 14,6 25 (40) 


ARIZONA. 
Phoenix, pepebtionn. Daily average for 1992, 
5,820 (47). Logan & Cole Special Agency, N. Y. 
CALIFORNIA. 


Fresno, Morning Republican, daily. Average 

co 1902, 2 644 (67). E. Katz, Special Agent, N. Y. 
kland, Tribune, daily. Average for 19¢2, 

9, O58 (75). Tribune e Publishing Company. 

San Francisco, Argonaut, poe. Ave 
for 1902, 15,165 (81). E. Katz, Special Agent, N. 

San Francisco, Bulletin. R.A Crothers. Av. 
for 1902, daily 49,159, Sunday 47,802 (80). 

San Franelieeo, Call, d’y and S’y. J.D. Spreck- 
els. Av. for 1902, @ 'y 60,885, S’y 71, S84 (80). 


COLORADO. 
Denver, Post, daily. Post crintieg and Pr 
lishing Co. Average for 1902, 82,171 (97). 
age for July, 1903, 87,882. Gain, 5,161. 


CONNECTICUT. 


Hartford, Times, daily. W.O.Burr. Average 
for 1902,16,272 (111). 


Meriden, Morning Record and Republican 
Republ'’n Pub. Co. Dy. av. for 1902, 7,887 (112) 

New Haven, Palladium, ony, Avevege ‘or 
1902, 5,500 (114). E. Katz, . Katz, Special Agent. 

New Haven, Union. Av. for 1902, d’y 15, ‘a8t, 
8’y S825 (114). E. Katz, Special Agent, N. Y. 

New London, Day evg. Av. 1902, &, 198 (115). 
First six months 1903, 5. 3, 6, 5B. June, 1903, 5,686. 


Norwich, Bulletin, daily. daily. Bulletin Co., pub- 
lishers. Average for 1902 1902, 4,659 (115). ‘Average 
first six months 1903, 4,996. 


DISTRICT OF COLUSA. 
Washington lv. Star, oe Ev. Star News- 
paper Co. Average for 1902, 02. 8 748 (© ©) (122). 
National Tribune, weekly. ly. McElroy & Shoppell 
Average for 1902, 104,599 (123). 
DELAWARE. 
mington, Morning News, daily. News Pub- 
Baw .»pubrs. Average for 1902 9,485 (121). 





Pub- 
Aver- 





FLORIDA. 
Jacksonville, Metro eee. Gatiy. My, 1902, 
7,018 (128). Average ‘st ¢ months, 1903, 8,229. 





Pensacola, Journal, daily, every morning ex- 
cept Monday. Average for 1902, 2,441 (131), 


Tampa, Morning Tribune. oe. pa Tri- 
bune Pub. Cv. Average for 1902, 5,608 (1 


GEORGIA. 
Atlanta, Journal, dy. Av. 1902, 87,828. Semi- 
wy, 84,105 (135). Atlanta Journal visa pubs. 


ILLINOIS. 


ee Citizen, weekly. CitizenCo. Year end 
i Dec., 1902, no issue less than 1,000 (161). 


Champaign, Some. In 1902 no issue less than 
1.100 manly and 8,400 bast (163), Average 
daily issue for July, 1903, 1,7) 1903,1,711. 


Chicago, Baker’ Helper, monthly. 
Clissold. Average for ioe A: for 1902, 4,050 eouT. 


Chicago, Breeders’ Gazetti Gazette, stock farm,week- 
Sanders Pub. Co. Average for 1902 60,052 


740. 
. Grain Dealers Journal, 
mpany. Av. for1%2, 4,416 « (0) itd). 
r> cago, Irrigation Age, monthly, D. H. An- 
derson. Average for 1902, 14,166, (ia). 
Chicage, New Thought, nought, monthly, 50c. a year. 
= Ww Vhecler Wilcox, editor. Ave year end- 
ing January. 1908, 29,289 (183). Since January, 
1903, Seave' Thought ree over yet monthly. 


Record Average for 1902, 
aay 1os.424, Sunday irtsie (166). 
feago, Tribune, daily. Tribune Co. In 1902, 
yA ‘Oo ©) (166). 


De yt Bateson, ae: No ads on pat- 


895 below 1,008 (188). 

oes Se. Lents, 3 Poultry Coltare, me i 

ure so. Average ! 192). 
erage first six months 1903, inasse . 


Evanston, Correct *t English: How to Use! 
avenaet for year ending Oct., 19C2, 9,750 (1: 
INDIANA. 
Evansville, Journal-News. Av. ~—s yf 
11,910, S’y 11,608 (244). E. Katz, Sp. 


Goshen, Sw Cm, monthly. pone for 
1902, 25,501 (247). um, as 
housewives keep every issue fo ag baa reference 


Munele, Star, d’y and 8’y. 
ending Feb. 198, d'y 21,468 Sis Sy 1 7 LOWE. Con (280). 


Netre Dame, The Ave Maria, Catholic weekly 
magazine. Average for 1902, tor 1902, 25,976 (262). 


ly. 
naa Bernie ones 25 weeks, 1903, 66, 





ultry 
Av- 


Prineeton, Clarion-News, . Clarion Pub- 
lishing Co. Average for 1902, 1,820 (264). 


South Bend, Tribune. Sworn dy. av., 1902 
4,861 (267). Sworn av. first 6 mos. 1903, 5,584. 
IOWA. 
Arlington, News. Al) home Pe Pe w 
F. Lak rion Average for 1 for 1! coe. 
mn, Hawk-Eye, Waite 
Av for 102, 6818 G0). ia, 2 £309, $,018. 
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(A Roll of Honor-— continued. 





Dave Dy. av. 1902 6,882, s.- 
1, rtd abe De v3 iav. tat mos, 1903, one On. 
guar. more than uble of any Davenport daily. 


Des Moines, Capital, dally daily. Lafayette Young, 
blisher. Act average for 1902, 24,01 
). Average for June, 193, 81,011. 


Des Moines, Cosmopolitan Osteopath, munth- 
ly. Still College. Average f for 1902, 9,666 (294). 


Des Moines, News, daily. daily. Aver. pe. 87,118 
(298). Average for July, 1903, 1903, 42,828, 


Museatine, Journal, dy. a dy. av. 1902 8,712 8.-wy. 
2,711 (315). Dy. av. ist 6 months 1903 4,188. 


Ottumwa, Courier. Dy. av. Dy. av. 02 4,491, s.- Tae; 
984 (319). sst 6 mos. 1903. dy. 4,57 ng nw z 91. 


Sheldon, Sun, d'y and w’l Carson. 
Average for 1902, d’y 7 486, w wip 2, baa ‘(g23). 


tri-weekly. Sentinel 
Publishing Co. Average for for 1902, 8,681 (323). 


Sioux City Journal. daily. Oy ~ bros. 
Co. yaa ay ad for 1902 16,96 

000 daily guaranteed for 1903, , —™ Jjirst and 
best in its wide field in Te movthurect 


ah Loot @ 7 





RANSAS. 

Atehison, Globe. > a W. Howe. (334). 
be pod to prove &,200 da ity circulation Sor 1908, 

or receipt any advertising bil bill 

Girard, Appeal to Reason, weekly. * A. Way- 
land. Averege for 1902, 1902, 195,809 ( 4 

Hutchinson, News, d’y anc and w’y. W’y, duri 
1902, no issue less than {. 20 (346). KE. Katz, N. 


To 


ka, Western School Journal, educational 
mon 6 (362). 


y. Average for 1902, § 8,11 


Wiehita, le, d’y and w’y. Av. 1902, d’y 16,- 
781, wy 6.67 (364 Sa) Beckwith, N. ¥. & Chicago. 


KENTUCKY. 
PA ay Brecken1 id Nowa 5 ro J. 
Babbage. Average for 1% for fooe, 2,248 ” 
Lexingten, Leader. Av. for 1902, on Soaks 
w'y 2,8 8’y 4,008 (373). E. Katz, 8. A., N. ¥. 


Padueah, Sun, daily. Sun Publishing Co. Av- 
+ for year ending June, tM 1,704 (378). 
y average for July, 1903, 2,114, 


LOUISIANA. 
New Orleans, Louisiana Planter and S 
Mfr, wy. In 1902 no issue less than 8,000 Gn, 
MAINE. 
Augusta, Kennebec Journal, d’y and w’y. 
— a’, 1908, 4,719, w'y 2,188 (991). 
mgor, Commercial. Average for 1902, daily 
z.biets weekly 29,012 (392). (392). 
Lewiston, Evening Journal 5 Oey Ave 
for 1902, 6,640 (©O), weekly weekly 15 255 (© ©) ¢ 
Phillips, Maine Woods, weekly. J. W. Shae 
ett. Average for 1902, 5,416 (397) 
Portland, Evening Express. Avera 
daily 11,181, Sunday Telegram 7,6 
MARYLAND. 
Baltimore, News, dail Eveni Enews Pub- 
lishing Co. Average 1902, 41,588 
ASACHIUSET TS. 


Boston, a Transcript ( ) (412) Boston's 
tea table paper. Largest amon amoun oe week-day adv. 


for 1902, 
6 (397). 


Boston, Globe. av for 

Daily, 196 ‘4 = ¥, tt 

First ¢ mos. dy. 198.742." 
~4 New 
in morni 


6,096 412-413). 
- ames 


ng Nand. ernoon 





Advertisements 
editions for one 
Boston, Pilot, ev: ery Saturda Roman Cathe 
lic. Jas. eres Roche, editor. eo 





Post, a. Average for 1902, 174,178 (413). 
Largest p . or a. m. sale in New E£ugland. 

ath Red Men’s Official Journal, 1 monthly. 
Andrew H. Paton, pub. Average 192, 2.750 
(425). Only official paper for 350,000 members. 

East Northfield, Record of Christian Work, 
mo. Av.for yr. en i’'g March, 1903, 20.541 (4:6), 


Lawrence, Telegram, daily. Telegram Pub- 
lishing Co. Average for 19v2, for 19v2, 6,7O1 (428). 

Salem, Little Folks, mo, mo. Bom. 8. E. 
gers Average for 1902, 75,250 (434) 


Springfield, Good xd Housekeeping, mo. Avg. 
for "ie, 108,666 (436). For year end. April, 
1903, 119, 000. All advertisements guaranteed. 


Woreester, Evening Post, dail y Worcester 
Post Co. Average tor 1902, 10,55: (439). 
MICHIGAN. 


Adrian, Telegram, dy. D. W.Grandon. Av. for 
1902, 1,270 (440). ‘Av. first 6 mths. in 1903, 8,588. 
Detroit, Free Press. Avesage for 1902, dail. 
41,952, Sunday 51,260 (450 y 


Detroit, Times, gaily. es Times Co. Av- 
erage for 1902, 27.657 (450), 


Grand Rapids, loa daily. 
Conger. Average for 1902, 20,156 (456). 


8; naw, Evening | News, dail Average for 
1902, 5,848 473), July, 1903, daily 10,985" 


MINNESOTA. 
wepmecnclia, Farmers’ Tribune, twice-a-week. 
J. Murphy, pub. Av. for _Av. for 1902, 74,7 14 (49%). 


pcre Journal, dai oy: Journal] Print- 


Eugene D. 





ing Co. For 1902, —_= 
oot Ye culturist, s.-mo. Feb., 
03, 78,168 (498). ia guar’d. 35c. agate line. 


Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, 4,200 (© ©) (497). 


Minneapolis, Svenska Amerikanska Posten, 
weekly. Average for 1902, or 1902, 47,075 (49%). 


Minncapelie Tribune. W. J. Murphy, 
orery ae joe - anil, Soy yd (496) ; 

any, onths to Sept. 1st, 190::: 
Daily ti o58%, Sunday 60,602, Est. 1367. 


ub. 
un- 


The only Minneapolis daily listed in the Amert- 
ca Nerspaper Direc that publishes its circu- 
lation down to date in OLL OF HONOR, or else- 


we aes Advertisements go in both morning and 
evening editions for one price. 
Minneapolis, Western 8, mo., devoted 
to West orn intexests. A' Av. "Toe 1908, 10,000 (500). 
My Paul, Dispatch, dy. Aver. 1902, 49,052 
($06): Present aver. 58,181. ST. PAUL'S LEAD- 
‘NG NEWSPAPER. 
St. Paul, News, dy. Aver. 182, 80,619 (505). 
First 6 mos. 1908, aver. 88,787. 
St. Paul, Pisqeen ven, Daily average for 
1902 84,151, Sunday 80,986 (506). 
Winona, Bw can and | Herald, daily. Aver- 
age 1902, 8,202 (512). Av. past ¢ months, 4,007. 
nag tg 
Carthage, Press. Daily for 192, 
1,411, weekly 2,880 (530). WJ. Sewall, pub. 
Joplin, Globe, dail Ave io tw 9,414 
(il). E. Katz, ‘Special’ Agen: + ew : 
Kansas City, Journal, d’y and w’y. 
for 1902, daily 36 »876, week weekly te1109 ane” 
Kansas Ay >» Week! lement Trade J’rn 
Av. Aug., 187 xc Sap t i= 


v. & mos. 03, DADs. 
Kansas one, World, dait dail Aver, 1902, 62,- 
978 (542). First ¢ mos. 1903, 61,685. 


Mexico, Amerionn mm Doom and Orchard, agric. 
and hortic., ae for 1902, 4,888 
(549). “Actual a aver. May, nag any ly, 1903, 15,667. 
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at. J h, Medica] Herald, month'y. * ee Amerikanische Schweizer Zeitung, w’y. Swiss 
Herald Co. Average for 102,'%,475 (667 Pub. Co.,62 Trinity pl. Av. for 1902, 15,000 671). 
St. Joseph, 300 8. 7th rs Vener 0 a Grow- Automobile Magazine, ayy Automobile 
er,m'ly. Aver. for 1902, 28,287 (667). Kate isc. Average for 1902 1902 8,750 ». 
per line. Circulation on 80,000 copies guarant’d. Baker's Review, m sonthiy. |W Re G see 
publishers. ve or 5 ( rer- 
am: ren atpe Pat see 1902 88-058 oon. age for first six months end. mths end. July 34, 1903, 4,41 
ne, monthly. onthly. “we 


St. Louls, The Woman's M 





Women and home. Lewis Pub. ing aver- 
ose for mm 908,888. ‘sceal b average 
for fi mos, in 1903, 1,115,760 ee issue 
OVER boas one million copies. Largest E ERY 
tesue cir of any publicat in the world. 
MONTANA. 


Anaeonda, Standard. Dail ly a for 1902 
ll, 204 (572). MONTANA'S BEST WE ‘SPAPER 


Butte, Inter-Mountain, daily. Inter-Mountain 
Publishing Co. Average’ for 1902, 10,101 (573). 


Record Publishing 





Phy Record, evenin; 


Co. Ave for 1902, 7, "7 4 (574). Average Jan- 
wary ist to May 3/st, 1908, 0,209. 
aenmagits. 


Lincoln, Deutsch-Amerikan Farmer, week] 
(800). Av. for year end. —— 30, 1903, 144,55 
Lincoln, Freie Presse, we so) Pan auntie 
* year ending April 30, 1908, 
aha, Den Danske Pioneer, wy. Rophes 
Neve Pub. Co, Average for 1902, 28,47 td 


Omaha, News, daily. Aver. for 1902, 82,777 
(4). First 6 mos. 1903, aver. 89,068. 


NEW HAMPSHIRE. 
Man any my gar ty: dail q Herb. N. Davison. 
i @ Stuart, N. Y. Rep., 150 Nassau St. 
NEW JERSEY. 


Elizabeth, Evening Times. Sworn aver. 1902, 
8,885 (616). 6 mos. 1903, 4,288. 


r. Times, seetiy. 8. P. Foster. 


Elm 
tor 1902, 2,085, 616). 


Jersey City, Evening Journal, daily. 
Journal Assoc’n. Average for 1902, 1 

Jersey City, Sunshine, mo. 
Aver. for year ending Jan., 1903, 


New Market, Advertisers’ Guide, mo. Stanley 
Day, publisher. Average for for 1902, 5,041 (623). 


Plainfield, Daily ‘Press. A A. L. Force, publish- 
er. Actual average for 1902 2,582 (625). 


NEW YORK. 
Albany, Journal, evening. Journal Co, Av- 
erage 1902, 16,109 (634); (634); present, 18,897. 


Albany, Times- Union, ever every evening. Establ. 
1856. Average for 1902, 25,294 (635). 


Romten, Evening Herald, daily. Eveni: 
Heral pete Average for 1902, for 1902, 10,891 (638). = 


ae Gousten, morning ; Enquirer, even- 
mers. Average for 1902, morn- 
im as. ise evening 8 80,401 (641). 


Corning, Evening Leader, ofr. Average for 
1902, 4,064 (647). First half'903, 5,825. 


Elmira, Ev’g Star. Av. for 1902, 8,255 (651). 


Guaranteed by 4 +4 pperenan investigation 
Leith & Y. Rep., 150 Nassau st 


Ithaca, News, aaity. Ithaca Publishing Co. 
Average for 1902, 8,116 (658). Av. for June, 1903, 
4,208. Leith & Siuart, N.Y N.Y. Kep., 150 Nassau St. 


Newburgh, News, dy. Av.: Av. for 1902.4, 257 (666). 
QGuarant teed by affida. = yh personal investigation. 
yew yes oe. 


American Machinist, Cc. 
(Also European ed.) Ave 1 SIN TIY Py sy (670), 


Average 


Evening 

+582 (619), 
J. W. Floridy. 
84,500 (426). 








































ny and Magazine, fam: famil 
riger B bet 


rus. Average for 190 for 1902, 479 (686). 





Caterer, month. x5 Guuerer rub. Co. (Hotels, 

Clubs, and cre for year 
ending with ——¥ 1902, 1908, 6 888 ¢ 

Cheerful Moments, month monthty. Guo W. Willis 
Publishing Co. Average for for 1902, 208,888 (687). 

Clipper. weekly. “Frank Q Queen Pub. Co., Ltd. 
Average for 1902, 26,844 (© ©) oe 

Dettacater, fashion mo. Butterick Pub. Co., 
Ttd. Est. 1872. Av. 1962, 721, 909 (688 ). Act. av. 


cire’n for 6 months ending June, 1903, 876,987. 


Electrical Review, weekly. Electrical Revie 
Pub. Co. Average for 1902, %, 212 0) (674). 


neering and ootining Journal, weekly. 
. Average 1902, 10,0 10,009, (© ©) (674). 


Forward, daily. Forward Association. Aver- 
age for 1902, $1,709 (667). 


Hardware, semi- “monthly. § Average for 1902, 
8,802 (683); first half 1903, 9,862. 


Morning Telegraph, daily. 
Co., pubs. Av erage for 1902, 28, 


Music Trade Revise maanl music trade and “ week- 
ly. Aver. for 1902, 5,452 (677). 


Pharmaceutical Era, weekly, pharmacy. D.O 


E 
Est. 


Deity 2 2m 
2VVE (668 


Haynes & Co., pubs., 8 Spruce street. (© ©) (679). 
Pocket List a Railroad Official: aly. Paileds 
Transp. Av. 02, 17,696 (702); ‘on 103, 17, 992. 


Police Chronicle, weekly. Police Chronicle 
Pub. Co. Average for 1902, 8 8,650 (679). 


Printers’ ag Lage A o— for advertis- 
ers, “ per eo. ¥ Rowell & Co. . 
1888. Average tor i902, 18, 98% (679). | 


Railroad Gazette, railroad and engineeri ae 
weekly. 83 Fulton street. Est. 1856. (@@) (680 

The Central Station, monthly. H.C. Cushing, 
Jr. Av. for year ending May May, 1902, 8,488 (687). 


The Iron Age, weekly, established 1855 (© ©) 
(676). For more than a generation the lead- 
ng ication in the hardware, iron, mache nery 
aud metal t 

Printers’ Ink awarded a sterling silver Sugar 
Bowl to the Iron Age, Teter oh ‘ollows : 







~ the one trade paper in jj 

a Oecd ted stat ates tes Of America that, taken all in 
“renders its constituency the best cg and 

= pnnnnng Nay purpose as a 

“ fen 0 witha specified class.” class.” 


The New York Times, ous. Adoiph 8. 
publisher, 1902 A (@©) ( ©) (669 


Reehester, Case and Comment, mo. 
for 1902, 80,000 (715); 4 5) ; 4 years’ average, 






Ads 






















‘ AY. 
80,186. 


= for 1908, posers. v Son tote 
Ave’ ‘or verage 
month of July, 1908, 12,864. 


Ttlea, National Ficctrical Contractor, mo. 
Average for 1902, 2,292 (723). 

Utiea, 7, Otto A. Meyer, publisher. 
Fs {1818 (es). a 

Warsaw, Western New » New Yorker. a ies 


A. Cass, publisher, Average for 
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Whitehall, warty weekly. Inglee & Tefft 
Average for 1902, 4,182 (726). 


NORTH CAROLINA 


ee vy Dispatch, wy. In 1902 no issue less 
han 5,000 (735). Aver. iver. first 8 mos, 1903, 6,800, 


NORTH DAMSTA. 
Grand Forks, Normanden, w Norman 
den Pub. Cu. Average for 1902, iy 9 (744). 
Herald, dy. Av. for 02, 4,759 (744). 
July, '03,5,225. La Coste & Maxwell 


OHIO. 

Ashtabula, Amerikan Sanomat, w’y. 

wards. Average for 1902, 8,558 (752). 

Oineinnati, Enquirer. Established 1842. Daily 
(© ©), Sunday (© ©) (761). Beckwith, New York. 

Cincinnati, Phonographic Magazine, mo. 
Phonog. Institute Co Av. - for 1902, 10, 107 (764). 

Cincinnati, Trade Review, m’y. Highlands & 
Highlands. Av. for 1902, ‘1902, 2,584 (765). 


Cincinnati, Times-Star, ay dy. Cincinnati Times- 
Star Pub.Co Act. aver. for 1902. 148,018 (76i). 
Act. aver. tote six months 1903, 147,601. 

Columbus, Press, daily, 
Printing Co. Actual av. for 

Dayton, News, daily, Ne 
Average for 1902, 16,520 (7 


OKLAHOMA. 
Guthrie, Oklahoma State Capital, 
Average for 1902, dy. 18,806, wy. 21, 


OREGON. 
Portland, Pacific Miner, semi-mo. Av. year 
ending Sept., 192, 8,808; first 8 mos. 1903, p oe 


of tne. Washington Advocate, mo 
Washington, pubs. Avg. for 1902, S040 (20), 


PENNSYLVANIA. 
Bellefonte. Centre Democrat, wy. Averagefor 
1902, 8,850 (832). First sx months 1903, 8,760. 
Erie, Times, daily. Average foe eee, 10,845 
(843). E. Katz, Special Agent Agent, New Yor 


Harrisbu boos 
end. Feb., less (847). Sworn av. 
end, July,” 03, 9,429 le *"Shanuon, 150 ‘Nassau, ¥. Y. Y. 


Philadelphia, American Medicine, w 


i 'W.¥ Bep ms. 


Aug.Ed 





democratic. Press 
‘or 1902, 24,989 (770). 


a Publishing Co. 


ay and wy. 
22 (813). 


raph, dy. No issue for yee 


for 1902, 19,827 (865). _Av. March, 1903, 1 82 4 
hm Camera, 1 monthly. Frank V 
Chambers. Average | for for 1902, 6,748 (871). 


Philadelphia, Faria Joursal, monthly. Wil- 
mer Atkineon 22 ee peat pub! lishers. Average 

for 1902, 528,12 Printers’ k awarded 
the seventh sugar oe aa _ £3 with this 


warded June 25th, 7 sy 
» Printers’ Ink, ‘The Litt 

“ Schoolmaster’ in the it of 
“* Advertisin ng, to the Farm 
* Journal. fter acanvassing 
“of merits extending over a 


* od of half a r, among all 
«those. published én the Enited Bates, has been 


* pronounced | ee. oe hat best one — purpose 
" “pal populatio =a fective se ae 
7 ion, n €j = 
“cal ‘or one with them, 
“ through its advertising colu columns.” 


a paliedel a, Public 
publisher. (@@) (6 
por nn Reformed Church Messence: 
w’y. 1306 Arch st. Average | for 1902, 8,574 (868), 
Philadelphia, pandas School Times, weekly. 
Average for 190%. 101,815 (869). oy a Sty v 
1, 1908, 108,057. Religious Press Asso., 








peager. daily. Adolph 


_| Phi 
figures 





TaRatstotin, The Evenin; 
Bulletin, d. ex. 8. erage for 1% 
sworn, 180,489. an) copies daily’ 
-_ — Average for first siz 
141.400 tapies'por dap, net pane 

¥ copies per da 
The B “gee ip Matin pos 


Bul 
delphia Pn one: any other medium. 


It has by 
many og 
Phi 


largest city circulation in 


ladel, 
IN P. iLADELPHIA NEARLY EVERYBODY 
READS THE BULLE 


Peak: Goo Chronicletaiceraph Aver., 1902, 





wh ane . Gazette, d’y and pont Aver. d’y 
902, 60, (876). Sworn statem’t on application. 


"aiaieane. Times, daily. Wm. H. Seif, pres. 
Average for 1902, 59,571 (876). 


Weat Chester, Local News. daily. 
Hodgson. Average for 1902, for 1902, 15,086 890). 
York, Depate, Raf Dis; p= | Pubtiching 


Co. Average for 801 ¢ Average for 
May, 1903, S872. 


RHODE ISLAND. 


Providence, Daily J ournal. 15.975 4 p) (808), 
Sunday 18,281 AR A Evening Bullet oF. - 
581, average 1902 widence Journal Co., rubs 

SOUTH CAROLINA, 

Colnmite, Oe State, daily. State Co., pablishers 


WwW. Gg. 


Average f. 5.77 (01). Dail wwerage 
the first; ‘five months of 1908, 8,800 cop ¥ ie “as 
TENNESSEE. 


Gallatin, Semi-weekly News. In 1902 no issue 
less than 1,850 (923). First 6 mos. 1903, 1,425. 


Knoxville, Sentinel, daily. e 1902, 
7,701 (925). ‘Average siz months 1903, 9.210. 


an ae. ———— 1 apnea. 4 ont , Sunday 
a ly 2 506, Sun 
ov 84,910, weekly ly T4718 (2, 

Nashville, ry ey Av. for year ending 
Feb., 1903, 16,0 ‘or June, 1903, 19,- 
656. Only Nashewlhe de @ 4 eligi le to Roll ‘of Honor. 

Nashville, Christian Advocate, Ly coe 
&S8Smith. Average for 1902, 14,241 (929 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisber, Average f for 1902, 1,000 (944) 


wee Penten Co. Reec Record and Chronicle, 








w.c. ards. Av. for 1902, 2,744 (945). 
1 Paso, Herald. daily. Average for 1902, 
8.240 (946). EF. Katz, Special Agent, New York. 
Paris, Advocate, dy. N. Furey, pub. 190? 
no issue less than Tio (904 (959) ; ‘May. 7m 1903, 1,257. 
VERMONT. 
Barre, Times, daily. F. F. jon ley. Aver. 1904 
2,854 914). Firat sit months 1905 %,588. 
VIRGINIA. 


Norfolk, Dispatch, daily. Daily average fo. 
1902, 5,098 (985). July, 1903, 7,226. 


WASHINGTON. 


Spokane, Saturday tor, oon Frank 
I. e. Average for Tih, B.880 de 


Taeoma. Daily News, dy. dy. et a Pub.Co. 
Av. 1902, 18,659 (1,000). 00). Saturday issue 18,008. 


Ledger. av. 1902, 10,986; Sy, ’ 
14158 ye q estat: 01). Av. ? mos. 1903 ex 


g' 15,500 8,500. 
GSeokwith topo NY —_ 
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WEST VIRGINIA. 
Parke Sentinel, R. G. Hornor, 
pub. ivesnge ite 1902, 2.804 (100). 


Wheeling, News. r and a7. News Pub. Co. 
average for 1902, d’y 8,026, S’y 8,805 (1011). 
WISCONSIN. 


Madison, Ameri weekly. Amerika Pub 
lishing Co, Average for 1902, 9,496 (1026). 


Milwaukee, Evening Wisconsin, daily. lve. 
Wisconsin Co. Av. for 1902, ee (@O) (1029). 


Pay ow Journal, daily. 
end. Feb., 1903, s9. 420 (029). 


ttre Northwestern, oo“. x 
5,902 (1086). First 4mos 1903, 


Raeine, Journal, dai'y. Journal Printing Co. 
Average six months to Fuly 4, 1, 1903, 8,7 





a july, BEALS, 
Av. for 1902, 
0. 





Wisconsin Agricuiturist, ° w’y. Av. for 1902, 
27,515 (1039). For yr. edg. July 3/, 1903, 80,200. 

W aupaca, Post, weekly. Post Publishing Co 
Average for 1902, 2,588 (1044) 





coy COLUMBIA. 
Province, daily. C. Nichol, 
putliener: "Sverage for r 1908 Dost (105i). 
Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (1051). 


MANITOBA, CAN. 


Winnipeg. Free Press, daily and weekly. Av- 
erage tor 102, daily 15,841, week! 0.674 
(104). Daily, first siz months 1903, 

NOVA SCOTIA, CAN. 

Halifax, Herald, Evening Mail, Homestead. 
Combined average for 1902, 12,881 (1060) 

ONTARIO, CAN. 

Teronto, Canadian Implement and Vebicle 

Trade, monthly. Average for 192, 5,250 (1087). 





Toronto, Star, daily. Average for ue. 14,- 
161 (1084). First six months 193, 20,09 


QUEBEC, CAN. 
Montreal, Star, dy. & w 


wy. Graham 
for 02, dy, 55. 078, wy. 121.418 (1098). 
end. May 3/, 03, dy. av. 55,147, wy. 122,157. 


ga No Amount of Money 





Sa can buy a place in this 





mae list for a paper 





WF not having the 





GF requisite qualification. 
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A JOURNAL FOR ADVERTISERS. 
Issued every Wednesday. Ten cents a 
m4 Subscription price, five dollars a year, in 
odvance. Six dollars a hundred. No back 


num 

<a Being printed from plates, it is always pos- 
si aS leone a eras = oo eee a? 
ies for ora r num e e rate. 

wT Publishers desiring to subscribe for PRINT- 
eks’ Ink for the benefit of advg. ns may, oD 
application, obtain special contident.al terms. 

t2@ If any person who bas not paid for it is re- 
cei PRINTERS’ INK it is because some one has 
sul bed in his name. Every paper is stopped 
at the expiration of the time paid for. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hiil,E.C. 


NEW YORK, SEPT. 9, 1903. 

















AmMonG the most interesting de- 
velopments of the Little School- 
master’s Weekly Retail Ad Con- 
test is the fact that those who 
submit ads in competition are not 
professional advertising men, as a 
rule, but persons who have no 
concern with advertising, and 
who simply send in what they 
consider good specimens of pub- 
licity found in their general 
reading. 

* * 

Consequently, the specimens to 
be judged from week to week rep- 
resent the kind of advertising that 
impresses the real public—not 
what commands the approval of 
an advertising man. Advertising 
men thus have the opportunity to 
study specimens of ads in many 
lines that have appealed to gen- 
eral readers, while it is also 
demonstrated that the public is 
interested in advertising, and even 
disposed to criticise it. 

* * * 


During the first thirty-five 
weeks of the contest there were 
received 2,215 ads, covering a 
wide range of business. Thirty- 
five of these were prize-winners, 
divided as follows: Real estate, 
5; banks, 5; drugs, 3; window 
shade rollers, 3; life insurance, 2; 
restaurant, optician, dentist, jew- 
eler, department store, shoes, car- 
pets, furniture, fur storage, cor- 
sets, picture frames, fly screens, 
table sauce, railroad, newspaper, 
correspondence school and print- 
ing ink, 1 each. The advertising 
of so many different commodities 
naturally varies, yet a few princi- 
ples of the art are apparent in 


all. Mere cleverness for its own 
sake is quite absent among the 
prize-winners. Copy is  straight- 
forward, and gives information 
about the goods, even though ex- 
pressed in somewhat trite lan- 
guage. Each ad appears to be a 
successful combination of the 
facts most likely to be wanted by 
buyers of that particular commod- 
ity. In some cases the advertisers 
are known to the general public, 
but by far the largest number are 
ads of retail stores known in com- 
paratively restricted regions. 
* . * 

Only fourteen of the prize-win- 
ners were illustrated, twenty-one 
telling their story without pic- 
tures. The merits of illustrations 
have not entered into decisions 
except where the illustration rein- 
forced the argument of the ad 
itself. Each prize-winner is there- 
fore something more than an ef- 
fective picture, while several with 
forceful arguments are illustrated 
by pictures so weak that they 
could easily be dispensed with. 
While the contest has been of 
service to advertising men in 


snowing what sort of ads_ the 
public likes, it has also been 
of value to contestants, lead- 


ing them to read advertising at- 
tentively and critically, and to 
read more of it. The results thus 
far would seem to show that there 
is an increasing public interest in 
advertising, of which the contest 
is a barometer. As there is only 
one prize-winner each week, there 
can be but one subscription 
coupon. Contestants who have 
failed may feel that the ads they 
have sent were better than those 
accorded the prize. Decisions 
have been difficult because so 
much excellent advertising has 
been submitted. Where the cost 
of entering the contest week after 
week is but the expense of pos- 
tage, however, there is a decided 
inducement to compete regularly. 
The education that will result 
from reading advertising critic- 
ally, with the contest in view, will 
be of a kind that can be applied to 
any line of business, or any posi- 
tion in that line, and must re- 
pay a competitor’s effort tenfold 
sooner or later, 
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Ger your advertising as close 
to your business as possible. 
pesca to 


Frank A. Munsey has acquired 
Colonel William L. Brown’s in- 
terest in the New York Daily 
News. This purchase makes Mr. 
Munsey the sole owner of tais 
newspaper. 


BESIDES active advertising in 
New York street cars and dailies, 
the Jllustrated Sporting News 
calls attention to special events by 
means of small booklets. The is- 
sue that dealt with the recent 
yacht races was preceded by a 
handsome little brochure contain- 
ing half-tones of all tae boats, de- 
signers, Owners, managers, etc., 
connected with the great regatta. 


Some advertisers go upon the 
assumption that advertising is 
read reluctantly, or not at all. 
They resort to fantastic schemes 
and lures to induce readers to 
read against their will, and as a 
consequence produce the kind of 
advertising that stands the least 
chance of being read. If there is 
one thing certain in advertising it 
is that forceful, vital, informing 
publicity always finds an audience. 


NEvER make a statement in an 
ad that you don’t believe your- 
self. Even though it is a true 
statement, unless the writer be- 
lieves in it, there will be lacking 
the invaluable quality of personal 
conviction. An adwriter who 
thoroughly believes in a lie would 
probably set it forth more earnest- 
ly than | e could present a truth in 
which he only half believed. Per- 
sonal conviction cannot be coun- 
terfeited. 


“Is there a Newspaper Trust in 
Philadelphia?” forms the text of 
a somewhat elaborate booklet sent 
out by tne Philadelphia Jtem, in 
which that paper is made to ap- 
pear in the role of persecuted but 
triumphant hero, with all the 
other dailies of the Quaker City 
forming a corps of active and ma- 
licious villains. Some of the state- 
ments made will seem radical to 
advertisers who have _ precon- 
ceived notions of the newspaper 
situation in Philadelphia. 


No one has ever explained what 
a flapover cover on a_ booklet 
is good for—it’s a nuisance. 

THREE weeklies are published in 
Caldwell, Ohio. Of these the Vodle 
County Leader is the only one having 
a figure rating in the 1903 issue of 
the American Newspaper Directory, 
and hence the only one qualified to a 
place in the RoLL or Honor. 





On Saturday, August 29, 1903, the 
new building of the Woman's Maga- 
zine was dedicated. It is said to be 
the largest in the publishing business 
in the world. Ex-Governor David R. 
Francis, president of the Louisiana 
Exposition, laid the corner stone. 





A POWERFUL searchlight is now be- 
ing made by the General Electric 
Company for the Lewis Publishing 
Company. It is to be located on the 
height of a bluff overlooking the 
World’s Fair, and primarily intended 
to advertise the Woman's Magazine 
to the visitors of the St. Louis Expo- 
Sition. 





Joun E. KENNEDY, who has had 
general charge of the “Force,” “H-O” 
and “Presto” advertising in Buffalo, 
now joins the forces of Mr. Post at 
Battle Creek, and will handle the pub- 
licity of “Grape Nuts” and “Postum.” 
It is said that his salary is to be 
$12,000. Ralph Tilton, known in New 
York as an able book advertiser, takes 
charge of “Force.” 





Most every newspaper publisher 
and editor, who amounts to anything 
at all, reads PRINTERS’ INK, In every 
issue of the Little Schoolmaster ap 
pear interviews, opinions and sug- 
gestions which have a solid, direct 
bearing upon the promotion of news- 
paper advertising. There is in each 
issue enough choice matter of this 
sort that is suitable for any newspaper, 
class and trade paper to make brief 
extracts or reprints which would have 
a direct influence to increase or stimu- 
late a publication’s advertising patron- 
age. Read PrINTERs’ INK carefully, 
Mr. Publisher, cull just what you 
choose, give the Little Schoolmaster 
modestly credit, put the matter on 
your editorial page, and you will have 
reprinted not only interesting but de- 
cidedly profitable matter for yourself. 
To make it really profitable—continu- 
uity of the plan is essential. 
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Ler truth be the prevailing spirit 
of all your advertising. 


Goop advertising gives the ad- 
vertiser a direct line on the goal 
“success.” 





A HANDSOME booklet of forty- 
eight pages describes the Adiron- 
dack-Florida School for Boys—a 


unique institution that has two 
separate establishments. During 
the fall and spring terms the 


school is held at Rainbow Lake, 
Franklin County, N. Y., and dur- 
ing the winter at Cocoanut Grove, 
Dade County, Florida. This mi- 
gratory scnool meets the needs of 
boys who require an out-of-door 
life and permits them to pursue 
studies while living under the 
most favorable conditions. The 
principal is Paul C. Ransom, Rain- 
bow Lake, N. Y. 


THe Bowery Savings Bank, 
which is the first of the New York 
banks to enter on an advertising 
campaign for securing deposits by 
mail, was chartered in 1834, and is 
said to be the largest savings bank 
in the world to-day. More than 
140,000 depositors are listed on 
its books, and it has assets of 
nearly one hundred million dol- 
lars. The surplus over liabilities 
is $9,000,000: the total number 
of depositors since organization 
933,855. In the seventy years of 
its existence the total amount de- 
posited aggregates $444,797,774, 
and $68,092,637 has been paid to 
depositors in interest. 





THE city directory is a good 
store attraction, and should be kept 
for reference in places other than 
drug stores. People appreciate 
such conveniences, and they quick- 
ly distinguish a store. The direc- 
tory has the fault of attracting an 
undesirable element along with the 
desirable, however, and it is often 
a real nuisance to have the in- 
sufficiently washed coming in to 
thumb over its pages. To meet 
this difficulty L. W. Lawrence, a 
stationer at 40 Nassau street, New 
York, sets his directory on a small 
stand outside the door, where is 
can be consulted with the least 
trouble to everyone and is in evi- 
dence to people in the street. 
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THE ad that is easily read is 
well displayed. 


J. H. Carrer, former advertis- 
ing manager of the Portland, 
Ore., Tradesman, one of the lead- 
ing trade journals of the West, 
has purchased the stock and in- 
terests of P. W. Custer, the for- 
mer editor and manager of the 
company, and assumes his duties 
at once. Mr. Carter was for five 
years previous to his connection 
with the Tradesman a member of 
the firm of Carter & Lee, with 
headquarters in Chicago. 


THERE is a somewhat general 
and thoroughly thoughtless prac- 
tice among mailing clerks of 
wrapping large inclosures to go 
with letters—booklets or photo- 
graphs that must be kept clean— 
in One or more of their firm’s 
blank letter heads. This station- 
ery is handiest, and is used in- 
stead of wrapping paper. Tne pos- 
sibilities afforded by such a letter 
head in the hands of a skillful 
forger probably never occur to the 
clerks who follow this practice. 
Blank stationery of large banks is 
frequently sent out in this man- 
ner, and could be dangerously 
manipulated by an_ unscrupulous 
person. The practice is a good 
one to get out of. 


FASHION is a good advertising 
theme for stores that deal in men’s 
clothing. These prosperous times 
have made it possible for men to 
dress better, and with the desire 
for good clothes comes the desire 
for clothes that are in the mode. 
Fashion is not the fleeting style 
of the fop, but the reflection of 
tne opinion of dressers who adopt 
sensible garments. The dude is 
sensational. The man who follows 
the fashions usually dresses sen- 
sibly, and his tastes largely regu- 
late the changes in styles. Such 
firms as Rogers, Peet & Company 
regularly print fashion notes in 
their ads, and they form one of 
the chief themes of interest. Other 
firms taking up this new theme in 
clothing pubiicity, treating styles 
in a sensible way, will perhaps be 
surprised to see how close it comes 
to the men in their communities. 
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WueNn a merchant takes back 
unsatisfactory goods with appar- 
ent unwillingness, the chances are 
the customer will never buy from 
him again. 


Tue Star League, which com- 
prises the Indianapolis Star, Mun- 
cie Star and Terre Haute Star, 
has organized a promotion depart- 
ment which undertakes to place 
goods with retailers in Indiana be- 
fore they are advertised in the 
‘three papers and make the adver- 
tising attractive to readers. A 
corps of salesmen maintained by 
the League make regular trips over 
the territory covered, secure lo- 
cal testimonials and photographs, 
arrange for window displays, and 
submit ideas to the advertiser 
that can be used to give the ad- 
vertising local color. When the 
business begins running, reports 
are secured from dealers to show 
sales and the nature of demand. 
The service is said to be valuable 
in overcoming local conditions 
that sometimes cause failure with 
the best of commodities and ad- 
vertising. 


Tue publisher of the London 
Daily News believes that gamb- 
ling and drinking are the two 
greatest curses of England, and 
has ordered the exclusion of all 
betting news, turf news and 
liquor advertising from his paper. 
It has been a highly successful 
innovation from the business of- 
fice standpoint, according to the 
Christian World, of London. 
“Instead of suffering financial 
loss,” says this journal, “the Daily 
News has reaped unexpected, 
rapid benefit. Circulation is in- 
creasing at the rate of 1,000 a day, 
and a heavy loss has been con- 
verted into an actual profit. At 
the end of September, the Daily 
News is to be enlarged to sixteen 
pages. This week a special morn- 
ing train has been started so that 
the paper may be on sale in Bir- 
mingham and other Midland 
cities and towns by half-past six 
each morning. The anti-betting 
and anti-liquor policy has largely 
changed the constituency of the 
paper and is winning it friends in 
various quarters.” 











PRINTERS’ INK. 29 


THE educational number of the 
New York Times, issued August 
22, consisted of a _ twenty-page 
supplement the size of the book 
review, containing articles on var- 
ious systems of education. “The 
leading article was a paper of 
prime interest on “Choosing the 
School,” by Prof. La Fetra, an 
authority on physiological peda- 
gogics and children’s diseases. 
Correspondence and_ business 
schools also came in for more dis- 
cussion than is ordinarily given in 
supplements of this nature. The 
school advertising in the issue ag- 
gregated fifteen pages. It may be 
news to those who know New 
York dailies to be told that the 
Times now leads in school adver- 
lising, as it does in resort pub-- 
licity. Three years ago it had the 
smallest patronage in these fields 
of any paper in Manhattan. It 
also holds second place in real es- 
tate advertising, and is steadily 
gaining in several other depart- 
ments of classified want ads. 





shown _ that 
whatever may be the merits of 
boards of directors as counselors 
and advisers, they do not possess 
that prompt judgment that is so 
often needed in emergencies. If 
in much counsel there is much wis- 
dom, there is also much delay, and 
while undue haste is bad, unrea- 
soning hesitation is even worse, 
for mistakes may be remedied, but 
lost opportunities do not present 
themselves again. It is a trite 
saying that “Councils of war never 
fight,” and it is not recorded that 
Napoleon ever submitted his judg- 
ment to that of his marshals. He 
listened to their advice, and then 
took the decision upon himself. If 
a reckoning be made of the most 
successful concerns in this coun- 
try, especially among manufactur- 
ers, it will be found that almost 
without exception success has been 
due to the dominating influence of 
one master mind, who has im- 
pressed his individuality upon the 
concern and imparted his spirit 
to its members. He often has 
associated with him an equally 
strong character, dissimilar, yet of 
like nature, thus forming the need- 
ed complement.—/ron Age. 


EXPERIENCE has 
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THE advertiser: who isn’t able 
to hire a specialist ought to have 
a regular time to devote to his 
advertising. 


THE greatest mistake that a 
merchant can make is to neglect 
his old customers wiile striving 
for new business. 


Tue Morning News, of Wil- 
mington, Del., printed 103,952 
inches of paid advertising during 
the first six months of the year, 
which is almost 20,000 inches 
more than was printed by its near- 
est competitor in that State. The 
News is the only morning paper 
in Delaware, and the only daily 
represented in the Little School- 
master’s Roll of Honor. 


“Tue Mail Order Business” is 
a sixty-four page manual and guide 
for beginners in tlLis field, treating 
in short chapters the method of 
beginning, the selection of articles 
to be exploited, advertising and 
mediums, writing copy, taking care 
of replies and other details. It is 
well written, conservative and sen- 
sible, and ought to teach the mail 
order business to a novice if it is 
possible for a person of no experi- 
ence to learn entirely from such a 
book. It is published by the Cni- 
cago Specialty Co., 134 East Van 
Buren street, Chicago, and it con- 
tains advertisements of printers’ 
supply houses and mail order pa- 
pers. 
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Wuat business is so good but 
that it could be made better by 
good advertising? 


FRANKNESS seems to be the last 
resort of a publisher who finds 
that tais year's circulation figures 
are a few dozen copies below 
those of last year. So long as a 
paper has an increase of a hun- 
dred copies on the daily average 
for a year the publisher will state 
circulation, but if the year’s bal- 
ance shows a falling off of a hun- 
dred copies per day he im- 
mediately joins the ranks of 
those who consider circulation a 
publisher’s own private affair. A 
frank statement accounting for 
the decrease would appear to be 
more likely to win the confidence 
of advertisers. This argument of 
the Joliet (Ill.) News is most per- 
suading : 

SOMETIMES UP, SOMETIMES 
DOWN—The circulation of a news- 
paper with an honest circulation varies 
week by week, month by month, year 
by year. Papers with street sales vary 
more than those delivered to the homes 
—every copy—like the Joliet News. 
The News often loses a hundred or two 
in a month and says so. For instance, 
the average for April was 6,802, while 
June showed only 6,792. 

There are numerous good rea- 
sons for a small decrease in the 
daily average, and the very fact 
that a publisher is willing to ac- 
knowledge a_ slight falling off 
tends to convince advertisers that 
dependence may be placed in what 
ne says about his medium. 





known in existence ee & 
canvassers, advertisers who 


00D Sense, Good Health, Integrity and 
Industry are the Only Capital Required. 


Ours is a well equipped Advertising Agency, the oldest and best 
As it has not 
wished our services have been 0 


n our practice to employ 
bliged to 








seek us out and send in their orders. This is not the modern way, and, 
as a consequence, we are not in as close touch with our customers as we 
ought to be. We need competent, efficient outside men to represent us. 
Tosuch a man, who controls or can bring business, we will give fifty 

r cent of the commission allowed by the rewspaper publishers. For 
Phe other half of the commission we furnish the necessary clerical 
force and other facilities, do the correspondence and assume all risk of 
logs on contracts accepted. This is the usual arrangement between ad- 
re agent and canvasser,and the canvasser gets the best of it 
eve’ me. 

‘© one or two men who can qualify, as above required, and prove 
themselves competent to sustain the credit of the house and who have 
an ambition to become successors to the Geo. P. ROWELL ADVERTISING 
AGENCY, 10 Spruce St., New York, we are willing to dispose of our 
Advertising Agency Department. 
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In a measure one can learn ad- 
vertising only by advertising. 


Goop advertising means result- 
producing advertising—no other 
kind is good. To produce results 
the ad must be written in a clear, 
plain, complete, condensed man- 
ner. Use no useless words, yet 
describe your article fully enough 
so that the reader may know the 
merits you claim for it. Be direct. 
Boil down your ad as much as is 
consistent with perfect clearness. 
Ad readers do not like to wade 
through a page of tiresome ver- 
bosity when one short, crisp para- 
graph would tell the story better. 
State the price, if possible to do 
so. Above all things, be sure to 
give your name and full address 
in every ad. 


ADVERTISING agents, writers and 
artists are familiar with a type of 
client known as the “kicker.” 
Rather, there are two types. The 
one most dreaded is the unreason- 
able “kicker” wno really knows 
little about advertising, is unable 
to discriminate between effective 
drawings and _ ineffective, good 
copy or bad, sound campaign 
plans based on logic or unsound 
ones based on what somebody else 
has done. He is critical, but to 
little purpose, as often selecting 
the bad as the good, and defeating 
the best-planned publicity. The 
other type of “kicker” seldom ac- 
cepts copy, pictures or plans until 
he thas investigated them. He is 
an impartial investigator, how- 
ever, and seeks only to reduce 
things to bottom facts and take 
the course that meets conditions. 
Advertising men of all degrees of 
experience and competency thor- 
oughly dislike the first type, and 
he is usually an unprofitable cli- 
ent at best. The logical “kicker,” 
however, is reasonable. Charla- 
tans hate and fear him, but those 
who have real ideas and experi- 
ence to sell find him appreciative 
of good work. By his habit of ap- 
plying the word “Why?” to his 
advertising he usually gets better 
results at less cost than the weak- 
ly acquiescent advertiser who is 
not a serious factor in the direc- 
tion of his own advertising. 
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RECONSTRUCTION. 

_ Ayear anda half ago I bought a controlling 
interest in the New York Daily News. It 
was a mighty rocky looking sheet at that time. 
It had been crowded to the verge of collapse 
by the hot pursuit of dividends. I cut short 
the policy of economy and began to rebuild 
the = | Frank A. Munsey. 

New York, Aug. 27, 1903. 





AMONG the visitors of the Lit- 
tle Schoolmaster last week were 
Mr. Geo. Eustis Robertson, adver- 
tising manager of the Northern 
Trust Company, Chicago, and Mr. 
J. Allen Stephen, the real estate 
advertiser of Muncie, Ind. The 
Little Scnoolmaster is always glad 
to personally meet the bright men 
of the craft. 


Business is warfare. It’s a 
hard, constant fight to the finish. 
The moment a contestant enters 
the field of commerce he is chal- 
lenged by a host of competitors. 
All his movements are disputed 
and opposed by taose already in 
possession of the field. He must 
fight to live. He must conquer 
to succeed. So it is that a man 
of business is like a soldier of 
the regiment. And like the well- 
trained soldier who delights in 
the clamor of battle the enterpris- 
ing business man is eager for the 
struggle of competition. He de- 
lights to overcome those who op- 
pose him and ‘he finds genuine 
pleasure in outwitting his rivals. 
It is this spirit of rivalry that 
sharpens a man’s intellect and 
spurs on his energy. And unless 
a man is possessed of this desire 
to overcome, to surpass, to stand 
first in his line, he can never hope 
to carry the day, he will never 
succeed in the fight. Profit, which 
is the reward of industry and abil- 
ity in business, is not the sole ob- 
ject and consideration that actu- 
ates the really successful man. 
The love of gain cannot inspire 
him to the highest endeavor. There 
must be something greater, some- 
thing more enduring to call forth 
his supreme efforts and satisfy his 
ambition. And that something is 
the same spirit that is possessed 
by men of war who go into battle 
to do or die—who fight to win 
and forget all else—The Chame- 
leon, Cleveland, Ohio, August 
issue, 
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Detroit, Mich., Aug. 26, 1903. 
Editor of Printers’ INK: 

In looking over your page 64, of 
issue of August 19, meaning the back 
page, containing your list headed 
“Three Dozen Dailies,’ I find 37 there 
instead of 36, for the Detroit /ribune 
cannot in any sense be considered the 
same paper as the Detroit News, al- 
though owned by the same people. 

I can only offer my opinion for same, 
but I believe that, having lived in Pitts- 
burg for a year or so and with my 
personal knowledge of local conditions, 
coupled with the general opinion of 
experienced advertising people, I would 
have selected the Dispatch instead of 
the Press for being included in your 
list above mentioned. The Press has 
more circulation week days, but the 
Dispatch has a big circulation and is 
the most influential paper there with- 
out doubt. 

In Cleveland, Ohio, I would have 
suggested the Plain Dealer instead of 
the Press, on the basis that quality is 
considered in making a selection as 
well as if not as much as quantity ot 
circulation. The circulation of thé 
Leader (with its evening edition) also 
is good in quality, but not in my opin- 
ion sufficient to warrant its selection 
over the Plain Deater. 

In Louisville, Ky., the Courier- 
Journal does not begin to possess the 
influence it formerly did in and around 
home, though it still does away from 
home, and I think another selection 
could have been made in that city very 
safely. 

I am surprised, without “knocking” 
either of them, at the selection in Seat- 
tle of the Times over the Post-Intelli- 
gencer—the Times having much more 
circulation, but I supposed consider- 
ably less prestige and quality. 

hese suggestions are offered only 
because they are in a measure solicited 
in your page announcement above 
mentioned. 
Yours very truly, 
wn C, Dewey, 
Mulford Advertis- 


DAILIES. 


ou 
Manager the O. F. 
ing Co. 
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LIVE AND UP-TO-DATE. 


TRUMANSBURG, N. Y., Aug. 31, 1903. 
Editor of Printers’ INK: 

I am sending you herewith “circu- 
lation chart” of the Ithaca Daily News, 
showing the remarkable strides it has 
made for the last year. Undoubtedly 
you will be interested in same, consid- 
ering it is a member of the Roll of 
Honor. 

Ithaca, with a population of about 
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13,000 souls, has two daily papers—one 
a live, up-to-date medium; the other a 
slow, pe agg publication. 

he 











consider t record made by the 
Ithaca News quite remarkable, inas- 
much as it is practically a youngster in 
the field; but its staff of live and pro- 
gressive men have been hustling—and 
the results are plainly evident. 
Yours very truly, 
Epwarp A. GRAY, 
a od 
TALK may be cheap, but not when you 
are paying for it in advertising space.— 
White's Sayings. 
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My admiration of Printers’ Ink is based upon the fact that 
every number contains some “boiled-down” advertising idea, which can be 
used profitably at_some future time if not at once, 
desk is a receptacle for iumdgeds oi} Printers’ Ink clippings, which are 


= 
constantly utilized in connection with our advertising schemes. 






A drawer in my 
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WITH ENGLISH ADVERTIS- 
ERS. 


By T. Russell. 


The will of the late Mr. Ed- 
ward Catesby, of the well-known 
installment trading firm, has been 
proved at £48,000 sterling—say 
$240,000. Mr. Catesby’s business 
was commented upon here at the 
time of his death, and the merit 
of fis advertising has always 
been self-evident. 

The amount of Mr. Catesby’s 
estate, which was expected by 
most people to be considerably 
larger, and certain other facts 
lately brought to light, seem to 
show that the credit-trading ad- 
vertiser does not repose on any 
feather bed. One of the most 
progressive and energetic men of 
business who advertise in this 
country is Mr. John George 
Graves, of Sheffield. He trades 
in cutlery, jewelry, plate, tools, 
furniture and woolen goods, on 
the credit system, and his adver- 
tising, though I think more wide- 
spread, has not the originality and 
aggressive character of the: Cates- 
bys; it has, however, a more di- 
rect and businesslike appearance. 
A constant feature of it is Mr. 
Graves’ portrait, and, curiously 
enough, I have been told by those 
in a position to know that this 
embellishment is found to be a 
valuable part of the publicity out- 
fit. Why should people be more 
ready to buy the wares of a man 
because they have seen what Mr. 
Dooley calls his “pitcher”? We 
touch the incomprehensible. But 
Dermatologist Woodbury, and = 


impressive features of i Tie 
Douglas, the three-dollar shoe 
man, are similar examples in 


America, and an electric belt firm 
is just now making a big success 
here with a portrait of the late 
Pulvermacher: so evidently there 
is more in the scheme than meets 
the understanding at a_ glance. 
Anyway, Mr. Graves spends the 
large sum of $150,000 to $200,000 
a year in advertising. He em- 
ploys three thousand persons in 
his factory and offices, and has no 
less than 70,000 agents. Last 
year his turnover aggregated five 
million dollars. This would’ be 
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a big business even if .it were not 
all retail, and if the question of 
a large number of small credits 
did not enter into it. But, in the 
course of a recent action for libel 
brought at the Leeds assizes by 
Mr. Graves against a political ad- 
versary who had published a high- 
ly insulting letter about ‘nim, he 
further stated that he had as 
many as 655,000 accounts open in 
his books. 


* * * 


The methods of Mr. Graves, 
who is a student of PRINTERS’ 
INK (his advertising shows that), 
though they were tne subject of 
violent criticism in the libel, - 
pear to me unexceptionable. r. 
Graves stated in his evidence that 
he started in business seventeen 
years ago with small capital, and 
he is therefore one more of the 
many successful men who have 
owed their all to advertising. He 
said tnat his habit was to send 
goods on approval. No one was 
asked to buy without seeing the 
merchandise. If pleased with 
what he saw, the customer had to 
pay ten per cent of the price, and 
to remit the balance by install- 
ments. In all this there is noth- 
ing that will be particularly new 
to readers of PRINTERS’ INK. 
What is new is the revelation 
which came in the course of the 
trial of the difficulties which Mr. 
Graves encounters, and _ which 
must be common to all credit 
traders on his plan, and of the 
way he_ successfully surmounts 
them. When the purchasers do 
not keep up their payments, they 
are reminded of the default, but 
it is only when the whole of the 
installments have become due that 
the law is invoked. Mr. Graves 
said that he fad had to bring 
13,271 County Court actions last 
year. He added that the losses 
on the score of final default were 
very heavy. A $12.50 watch cost 
about the equivalent of $4.50; but 
averaging out the profits on 
watches, Mr. Graves said the 
only yielded a net fifty cents poe: 8 
—presumably after allowing for 
advertising expenses, as well as 
bad debts. He said he sold about 
30,000 watches a year. 
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Tne editor of Printers’ INK 
has been so flattering as to refer 
to me a question submitted to 
him by a correspondent in Win- 
nipeg as to the circulation of the 
London daily papers and _ those 
of other English cities. This 
country does not produce a Roll 
of Honor nor an American News- 
paper Directory. Even Mitchell’s 
Newspaper Press Directory, that 
most excellent work of reference, 
is far behind the American News- 
paper Directory, in that it makes 
no attempt to rate newspapers for 
circulation; and very few, if in- 
deed any, of the Englisn dailies 
publish a statement of circulation 
that would be satisfactory to the 
editor of the latter. I have never 
seen such a statement issued in 
this country. Mr. E. S. Day, 
whom I once expected to make a 
‘beginning of a directory on the 
plan of the American Newspaper 
Directory, fell under the restraint 
of the law as soon as he attempted 
it. He publisned for a few 
weeks in his Printers’ INK baby, 
Progressive Advertising, a sort of 
a Roll of Honor; but Progressive 
Advertising is now only issued 
once a month, and the circulation 
question seems to have been 
dropped. I have therefore no ma- 
terials on which to base an au- 
thoritative reply to the question 
raised, and PRINTERS’ INK having 
an English circulation, I am cer- 
tainly not going, after what hap- 
pened to Mr. Day (as duly re- 
corded ‘fnere) to expose the Little 
Schoolmaster and myself to the 
probability of an action for libel 
by stating what I think to be the 
circulation of the London (or any 
other) papers. If any of these 
papers—they all know where to 
find me—choose to send me a 
statement of the kind required for 
a numerical rating by the editor 
of the American Newspaper Di- 
rectory, I snall be very pleased to 
publish the results in my letter, 
and to give that paper the gold 
marks if I think it entitled to 
them. But that is all I can do. 


It often fcilia to me to re- 
ceive letters—sometimes by way 
of inclosure to the care of PRINT- 
ERS’ INK’s New York or London 
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offices, and sometimes to my own 
address (46 Holborn Viaduct, 
London), waich the writers have 
somehow ascertained—letters from 
people wno want to tell me how 
much they owe to PRINTERS’ INK, 


and some friendships which I 
value have resulted from this 
cause. One of these correspond- 


ents, Mr. Alfred Edmondson, of 
Morecombe, England, publishes a 
monthly house-organ which was 
mentioned in PRINTERS’ INK some 
months ago in an article on tne 
general subject of such publica- 
tions. He calls it Alfred Ed- 
mondson’s News, and uses it to 
advertise a variety of objects, 
such as gas-irons, kitchen uten- 
sils, baby carriages, razors, furni- 
ture, table silver and plate, cutlery 
and knife-cleaning machines. He 
writes me that he is 35 years old, 
and has been in business ten years. 
He says that he had been trad- 
ing two years when good fortune 
brought him a copy of PRINTERs’ 
Inx. “How I read and reread 
tnat copy,” he continues, “and 
how I treasure it, as an unreplace- 
able thing—my first copy! With- 


-in fours years my business had 


increased threefold—through the 
inspiration and information which 
PRINTERS’ INK brought me! For 
a considerable time when it first 
began coming, I was forbidden to 
tread” (I suppose from some eye 
trouble), “so my wife read it to 
me after business hours. Our 
town is a seaside holiday resort— 
12,000 population, 50,000 in the 
season. It slumped four years 
ago, dead, and I am the only live 
soul in business in the town.” 
Mr. Edmondson, who is the 
English agent for the Mail Order 
Journal, is about to go into the 
mail order business; but he shuns 
the credit system, saying that it is 
impossible to do it at a profit 
without charging unfair prices. 
He has had two courses from 
advertising scnools and says they 
did him no good, but that Print- 
ERS’ INK is a continuous school- 
master. He has one qualification 
for making him a great advertiser, 


and that is enthusiasm. He is 
enthusiastic about himself and 
about his business, about the 


goods he has to sell and the ad- 
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vertising by which he promotes 
the sale of them—even about the 
English correspondence of PRINT- 
ERS’ INK, which he continuously 
upbraids me for not conducting 
weekly instead of fortnightly! He 
says that one of his greatest dif- 
ficulties is that people will not 
read an advertisement. You ad- 
vertise to give tnem one thing, 
and they write and ask for a 
quite different thing. “I will of- 
fer them a forty-shilling baby 
carriage for one day at thirty 
shillings. They come a week late 
and are offended because they 
can’t have it—to-morrow is as 
good as to-day, think they!” The 
irritation underlying this little 
anecdote is typical of the keen 
man up against a dull public. 
With his monthly News, which 


he begins to think of issuing 
fortnightly; with his distinctly in- 
teresting advertising ideas, and 


with his enthusiasm, Edmondson 
should go far. I expect him to 
migrate to London some of these 
days and become the pioneer of a 
great movement in retail trade— 
perhaps the first real, American- 
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style department store in Eng- 
land, if he gets money enough 
together. He frankly and even 
proudly admits that PRINTERS’ 
INK has made him what he is and 
set him as far as he has gone— 
and it is no inconsiderable dis- 
tance—on the road to success. 

Sir George Newnes’ Fit-Bits 
got out a good circulation scheme 
by running a mystery story, in 
which there is a sum_ of 
£500 in gold buried, and then 
actually burying that. amount in 
the place indicated in the story. 
As the story went on, the location 
was more and more defined, and 
Tit-Bits agreed that whoever saw 
through the clews, and dug up 
the money, should be entitled to 
keep it. The plan of concealment 
is one obviously founded on Poe’s 
“Gold-Bug” _ story. Someone 
acuter than the general public was 
“on” this week, and got away 
with the boodle. All the papers 
have reported the find, and the 
London Star even scored an ex- 
clusive beat over it. Newnes has 
bought a big ad very cheap with 
his £500. 
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SECOND WEEK. 








CASH between now and December 31, 1903, may 

receive PRINTERS’ INK for the term of one year, or 
extend his present subscription for the same length of time. 
This special offer is good only during the time specified and 
No Longer. It is made for the special purpose to enlist as 
new subscribers young men and women who are contemplat- 
ing to study the art of advertising and the writing of adver- 
tisements. PRINTERS’ INK is a weekly journal for advertisers, 
and the best of them all, A weekly issue constitutes a weekly 
lesson which can be studied and digested at Home without 
the slightest interference with present occupation. A year’s 
reading of PRINTERS’ INK gives any one with the ability of 
becoming an advertising man more practical, common-sense 
instruction than any so-called course by mail for which a 
much higher tuition fee is charged. 

The reading and careful study of PRINTERS’ INK has not 
only been a stepping-stone, but the very making of many young 
men who now cccupy well-paid and responsible positions in 
the advertising and publishing business. 

There is no other advertising journal that treats publicity 
in the same comprehensive and practical way. There is no 
other advertising journal which spends so much money, time 
and effort.to obtain and gather from practical business life 
the facts and experiences, the successes and failures of those 
who are daily engaged in advertising. No young business 
man can read PRINTERS’ INK and not become an abler busi- 
ness man for doing so. It’s a journal of highest excellence 
and it should be read and studied in every modern business 
office in the United States. Sample copies ten cents. 


AK ONE sending the amount of THREE DOLLARS 
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The Best School 


is undoubtedly that which is the best teacher. No amount of argu- 
ment can change this fact. And the best lessons to be learned are 
those that give results after they have been mastered. 

PRINTERS’ INK—a weekly paper of facts and news pertinent 
to advertising, a universally recognized authority in its own particu- 
lar class—gives the practical experience of advertisers of all kinds, 
from the smallest to the largest. Good advertising and bad adver- 
tising are both intelligently commented upon, which plan gives its 
readers an opportnnity to know what to do and also what not to do. 

The readers of PRINTERS’ INK are practical business men, in- 
terested in advertising, who find it to their interest to carefully study 
its columns. To them PRINTERS’ INK is a purely business proposi- 
tion—an exchange of time and money for ideas and pointers which 
mean dollars. It is not like the ordinary magazine—to be taken up 
and read in some leisure hour—but a part of their routine work. It 
isa counsellor in advertising, something which they dare not neglect 
if they want a place in the procession. 

If PRINTERS’ INK is valuable to an experienced business man, 
it must be more so to any young man or woman inclined to study 
advertising. In fact, many of the old readers of PRINTERS’ INK— 
men who are now holding responsible and remunerative positions in 
the advertising world—assert that close study of PRINTERS’ INK has 
enabled them to qualify for the place they now hold. 

The cost of a year’s course in advertising by the use of 
PRINTERS’ INK is five dollars, about one-tenth of what corre- 
spondence schools usually charge. Another advantage is that the 
lessons come more regularly. PRINTERS’ INK is mailed every Wed- 
nesday. It never takes a vacation, or gets sick, or is too busy to 
make its weekly call. 

Every one who is not satisfied with a present position, who 
wants to do big things, is invited to subscribe to PRINTERS’ INK. 
The paper will do the rest. There is enough attraction in itself to 
guarantee your reading it, and to read PRINTERS’ INK means that 
you are studying the advertising business in your home, or wherever 
you are, under expert teachers who “know the ropes.” 

‘One of the first lessons to be learned to be successful is Prom/pt- 
ness. Do things now—don’t wait for to-morrow, for it never comes. 
Put this teaching in practice by sending your three dollars (under 
special offer) for fifty-two weeks’ subscription to-day—this minute— 
and you have made a start never to be regretted. 


LOUIS FINK, Jr, 
Adv. Mgr. of Louis Fink & Son, Philadelphia, Sept. 2, 1903. 
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Classified Advertisements. 


dvertisements under this head two lines or more 
without di , 0 centsaline. Must be 
in one week in advance. 


WAN WANTS. 
sro po newspaper ad vertising solicitor 
Fe and best references 


at liberty. "5aY CLARK, "Pontiac, Mich. 


ROOFREADER desires ¢ 

experience. Now with one of firms in 
country. Keferences. “‘EDUCATED,” P. I. 
M°= than - 000 —- nef ae aetaliorton edi- 
IVI tion of the World are sold in Greater New 
York every = — eats any | two other papers. 


a wanged i by expe experienced circulation 


5 years’ 


I can build up and strengthen 
your Mist. he Address * 7" CIRCU LATOR, ” care P. I. 
et A man of origioal & ideas and ability to 
write u) catch: Would accept a 
te up sing Pah. “K.,” care of 


position or = 

Printers’ Ink. 

DyERsaEne SOLICITORS wanted. Active, 

ght, business getters. Good commission. 

Old rilsble dru per. Address RETAIL 
DRUGGIST, Detroit, Mich. 


GENTS wanted to sell nail files and tooth- 
picks in leather cases as advertising novel- 

ties on 25 per cent commission ; samples of each 
cents. J.C. KENYON, 5 Lake St. , Owego, N.Y. 
pesczicat ADVERTISING MAN seeks high- 
grade proposition. Forcible writer; ten 


years’ exp. “ EXECUTIVE,” care of P. I. 
RS. CORSELAA, R. LIGGETT, editor for 
three imple Case (published at 


Gotan’ bas, dhio, Be similar position on 


eekly or mo: oe og Place as adver- 
fixing sol tollcitor. daily Puiladehis. referred. Address 
Waste plan for ine? for fncocaring the circula- 
tion —\ o, naadress,. — = the interest of 
yu: le. ress, W rms, 
— “YOUNG PEOPLE,” 
of Printers’ In 


10 10 Spruce 8t., News York City. 


Osler OF HIGH-G! SPADE MAGAZINES 
FIRST-CLASS TRA JO wy 
une a a with you as ‘Adver‘isn 3 
or Circulation Manager. Sa 
with Te of profits. home 
Satisfaction aranteed. Address G. P. 
BOTT, Sackeonvilie, ilie, Flori ida. 


A DAILY newspapor needs general manager to 

control purchase supplies, salary list and 
finance. Must purchase interest 35 thousand. 
Salary five thousand. “PARTNER,” care Print- 
ers’ Ink. 


Wy sar perienced a advertising solicitor 

for high-c' ines theater Be me work in 
Boston. Yearly situation. ig indorsed 
ability and character. trifiers. Don’t write 
unless you can come Ra. if application ac- 


cep’ tare or commission wanted, and 
how much. Write at once. “P. 0. BOX 2%,” 
Melrose, Mass. 


DVERTISEMENT iT WRITERS, especially be- 
ginners, will have an exce yt oO} — 
nity to demonst +4 thet Cc lity 
money by writing to ur. I tell you = 
to start a business of ‘youre own 3 home — 
wil do more toe as an 
adwriter than years of eaaaey experience. 
Write to-day. 





oa ee ag 
. nco' bp 
Philadeipt Iphia. 


ARE YOU rot ED 


A witb 


present tion or onlery 
not, write 2 for ere. P- booklet We iE 
for = ries, x aceite 








etc. Technical, 
clerical and SSeoutive men of all kinds. High- 


grade exclusive! 
HA Bowen (INC.), 


Suite 509-309 Ln , New York. 
Suite 815, Penns: A Bldg. 4 
Buite 529, Mona oo Bldg., Chicag: 

Suite 1326, Williamson BI “Cleveland. 


PRINTERS’ INK. 





IDE LINE—Two best sell novelties of the 


age ; carried in vest es a soos 
to show them. Sampics, 10 cents rw 
State territory covered. G. P. . COATES 
co., Uncasville, ~~ 
EN @Ravii VING. 
|g (line, ne, half-tone steel, w 
hing and artistic *printi bi 
KINSLE DIO, 220 Broadway, New York 





> 





ENGROSSERS. 


NGROSSING and illuminating of memorials 
‘4 testimonials, certificates, etc. T 
KINSLEY STUDIO, 220 Broadway, New York. 


——> 
CARBON PAPER. 
71LL exchange a limited amount of carbon 


paper and SARBON Fe ribbons for adver- 
tising space. “ CARBON,” P. O. Box 672, N. Y. 





BOOKLETS, 

TE_write, desi; engrave and int f 
W booklets. One’ talk one order ebvers all, 
THE KINSLEY STUDIO, 20 Broadway, New York 

. 
STOCK CUTS. 
AVE a sheet showing sixty silhouette stock 
cuts, in three sizes, one, two and six inches 
high. Glad to send you one. STANDARD, 61 
Ann 8t., New York. 

————_0e———"— 
ILLUSTRATORS AND ILLUSTRATIONS. 
LLUSTRATING, Coctening, .» for rer 

k-plates, and THE KINSLEY 


“ple crests. 
STUDIO, Broadway, New Yor! 


CALENDARS. 


OST artistic line of adverti 
ever 


calendars 
Write for price list. 
&8 ti N, 
45 Beekman St.. New York City. 
HOTELS. 


Ta LITTLE HOTEL WILMOT in Penn 
Square, Philadelphia, soe L--  Seaatgies 
f PRInTERs' I 


NK to see how es 
THE RYEUSON w. ENKING co. 





LITHOGRAPHY AND TYPOGRAPHY. 


ERTIFICATES, Bonds. Diplomas, Letter- 
/ heads, etc., parti aa oe and to be 
commend Send for samples. 


ALBERT B. ING & CO. 1 105 William 8t., N. Y. 


——_+o+ = 
LOOSE LEAF PRICE BOOKS. 


OOSE-LEAF PRICE BOOK. 
Practical, compact, serviceable. Ruled and 
indexed. Leaves ly removed or added. ae 
on ap>roval. KING & CO. 16 William 8t., N. Y 





ELECTROTYPING. 


F make the electrotypes for PRINTERS’ INK. 
We do the electro’ yping. for some of the 
largest advertioese in the count; 4% Write us for 
rices. WEBSTER, CRAWFO & CALDER, 45 
Rose St., New York. 


on cam CARDS. 


$2 "Fs “ arger lots at lower prices. 
nem i Poms M MAILER co., pects a la. 


x PER 1 Less for 1 a more ; a! og. 
THE GOIN WRAPPER CO., De! rete Mich. 





COLLEC TIONS. 


AD DEBTS COLLECTED | on percentage basi 
only. Fair treatment guaranteed. DAY. 
AND Nt DJUSTMENT ASSN. 


+» 2644 
ave., Chicago, Ill. ia 
ADDRESSING SING MACHINES. 


A MACHINES—No type used in 
lace stencil addressing edt nog A 

card index system of addressing used by the 
largest publishers cir wy the country. Sena 
nh WALLACE & CO., 29 Murray 8t., 
ew York 














on 
oT. 


or 
il. 
k 
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DESIGNE! NERS. 
ae ye illustrations in ogters ar black 


d white all purposes. THE KINSLEY 
sTUDIO 0, 20 io, New York. 


—__—_+o+-____ 
CHECKING SYSTEMS. 


OR checking returns turns from. advertisin; gone 
figurin sow reply, ete., our § -By 
% far nd for circular. AD ERTIS. 


tSPRCTALTY CO.. 50 Best Ave., Chicago. 


—__+o+ -—___—_ 
BUSINESS OPPO! OPPORTUNITY. 
EWSPAPER man can an can buy intercst in Demo- 
i ons se chy city of 78 7,000, that is a and tng 
ffice in Kentuc' oO 
te start daily; ed "68 2 7 cash for third 


interest in 2-sto: stone-fion building and 
plant. Address “BUSINESS,” care Printers’ Ink, 


i 
HALF-TONES. 


ERFECT copper half-tones, !-col.. $1; 
10c_ per in. THE ae hike x. 
GRAVING CO., Youngstown. 


fay ~ or \LF-TONES. 

Sx4, t $1.60 
Delivered re m panies the order. 
Send for sam: 


KNOXVILLE ENGRAVING CO.. Knoxville, Tenn. 








PREMIUMS. 


Pcs ishERs who want a good premium free 
write L. B. BAKER, 17 ‘Quincy Rt Chicago. 


ELIABLE goods are trade builders. Thou- 
sands of suggestive premiums suitable for 
re 


500-page price ustrated catalogue, 
ublished annually, 3ist issue now ready; 
3. F. MYERS CO.. 46w, 0-00.8 Halden Lane, N.Y. 


PRIN TERS. 


OOKLETS by the million. Write for booklet. 
STEWART PRESS, ae. 


NATALOGUES printed in in large quate. 
/ Write STEWART PRESS, Chicago. 


RINTERS. Write R. CARLETON, Omaha, 
Neb.. for copyright lodge cut catalogue. 


Pes are not satisfied ly ey are, try us. 
all of and nowon 
pet ing prompt y and satis (#-E ON 
Ni Ty  vandewater 8t., New York. 


DECORATED a N BOXES. 


‘ae pp ofa ofttimes sells 1t. 
You cannot imagine 4 beautifully tin 
boxes can be decora‘ and how are, 
until you get our samples and om Last 
year we made, among many oy 
ten million 
eline boxes and caps. Send for the tin -\ 
minder called “ Do It ba - Ai. is free; so are 
any samples you may d 

aM ar cas horren COMPANY, 





Brooklyn. 
ann’ largest ‘makers of Tin Boxes po BA Of the 


SUPPLIES. 


Ww. 2 . WILSON PRINTING INK CO., Limited, 

e of 17 Spruce 8t., New York, sell more mag- 

estas cut inks than any other ink bouse in the 
“Special prices to cash buyers. 

N NOT HOW CHEAP, BUT HOW GOOD. 


CONNER, hg pe & An 
PRINTERS’ WAR} 


CYLINDER PRESSES, Job _ Job nem, ee ce 
ters, Gas Engines, Motors, Folders and Si aoe 
___Resurt By Sprciauists. 


TYPE—American Point Line oint Line, Body and Set. 


PRINTERS’ MATERIAL, Small Potts and Sup- 
plies. New anD Szconp HanD 


PROMPT int. Intelligent elligent Service, p Comntetans 
8, Prices and Discour 


“CONNER” FENDA FENDLER & ~. 
New York Ciry. 


MAILING MAC. MACHINES. 
‘THE : OC MATCHLESS M/ shes lightest and 
r . kest. Price $12. ALENTINE, 
Mfr., 178 Vermont 8t., Buffalo, N. Y. 
SAC Sa at 
ELECTROTYPE CABINETS. 
A‘ ins much as you want, as little as you need. 
sectional cabi- 
each section will hold 700 electros; $5 a 
section of 1 drawers, base #1.50, top 1, Also the 
LEONARD MPO, CO., 0 ret St., Gran *Rap- 
ids, Mich. Circular free 2 
——~+or—_——_ 
ADVERTISING NOVELTIES. 


PatepctD Fes Pocket pabes, os, 1,000 for 10, 
luding ad. “ Wear lik e leather.” FI. K 

& SON, 5th above Chestnut, F Philadel ciphia. 

Wit = for ha — ag ple and p price, new Lock Dill 


low. Reaches ness man and 
housewife. PRE WHITEHRAD & ——_ Cu., 
Newark, N.J. Branches in all large ci 


CELLULOID advertising novelties nadie 
results. 


work, reasonable prices. TH sia hii 
BADGE & NOVELTY CO 


‘FOR SALI SALE. 


Apa rae and and eight-page Scott perfect- 
cee TRIBUNE, Oakland, Cal 
Address TRIBUNE, ‘Oakland, Cal. 


EFORE rece sing cylinder 
Bre nd for" in i irs pes material kind 
167L Oliver St., 
LS of Maltipolar Electr “Eels ajigtess for 4 


presses. Roan $54 be 99 Prices 
lication. SiriONaL, araitrine ANDELEO. 
iC WORKS, 


42 X 60 rors FORE ra we 


or new: work. RICH- 
RD PRESTON, 1671. Oliver 


OR SALE—Old-established daily earhing over 
nid Focation ai cheap JO pars Hae: 
—— 


location and opporwant 
ticulars addressing DAILY ¢ OPEORTU. 
NITY,” Printers’ _. on 


OE DOUBLE CYLINDER, with or without 
folders ome gy will 1 Bi et pages of a 7- 


will 
trade in -T ~ HARD PRESTON, 
1671 Oliver St., pane 


13, 000 strictly fresh fresh ladies’ addresses; 
never been copied. Copies of the 
adv. from which iL were received and par- 
ticulars “pon 00 buys the lot. A. 
BLANCK, 7% St., tle Creek, Mich. 





BOOKS. 


GOOD ads for a_ grocery store $1.00 
100 BAIT PUB. CO., Toronto, Can. $ 


Pamrers HELPS AND HINTS, 26c. Circular 
free. KING, Printer, rinter, beverly, Mass. 


66 M* ADVERTISING ISING PARTNER.” a book 
vertisers who 


‘or 

write —~4 z cy ieee areas 
lines, catc’ 

By mail, = Ae. Seta 3 Pub. Co 


Tr it wise to aaa up your ¢ your own time 
out yn ts to increase ~4 businese 88, whe i. 
you can zet such practical +. “Successful 
Advertising” a business it is indispen- 
sable. Get it. Read it = rites pl +o 
di phia, Pa 
6 ‘How and Where to Sell Manuscripts.” Just 
The fiction 
tions for fiction writer 
uw ins add. 


bou 
PRESS S SYNDICATE. :. Indianapolis, In: d. 


ba ee P Pam mat MANUAL—A procttent beet 
fairs, carn’ floats, 
hundred =, illustrations from 


booths. os 
ema? otos and dra Designs ex- 
pes a book like it. Timived a 


Order $1 paid 
CHANTS" KECORD CO. Dearborn St, Chicago. 
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TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 


++ 
AD VERTISING | MEDIA. 


CENTS per line for a péverticing in THE 
10 JUNIOR, Bethlehem, P 

25 Fr CENTS tee ss canting 8. ENTERPRISE, 
“#0 Brockton, Mass. Circu Circulation, July, 9,060. 


A". GUIDE, N New Market, N. J. A. 
card request will bring sample copy. 


RITE to us about “ 8 Business Bringers.” 
THE RELIGIOUS PRESS ASS’N, Phila., Pa. 


a ADV STEERS : Ti 75. 4 ree 
per 


THE 
MACCABLE, Troy, N. ¥ 


NY person advertising in PRINTERS’ INK to 
laos amount of $10 or more 1s entitled to re- 
ceive the paper for one year 


we GOODS REVIEW, Chicago, goes to coun- 
Ld merchants. Sworn circulation, 3,000. 
Adveitising rate, $1.50 an inc an inch le 


OULTRY NEWS, 2c. ye 25e. year ; a d rate 5 cents 
ar agate line. Circulatio: ion 2,260 monthly. 
WILLIAMS & METLAR, New Brunswick, N. J. 


CUgaairiep ADS. 3 conte a line in SHARON 
TELEGRAPH. Onl = Peper in Sharon. 
people in i 


Pa.; center of steel indust 

miles radius. 

‘THE BADGER, 300 Montgomery Bidg., Mil- 
waukee, W 18.8 family monthly circulation 

general, 45,000 coples, rate 20 cents a line. Forms 

close the %th. Ask your agency about it. 


OWN TALK, Ashland, Oregon, has a ran- 
teed circulat.on of 2, copies each issue. 
Both other Ashland pepete are rated at less than 
1,000 by the American un Newspaper Directory. 





NLY 50c. per line for each insertion in entire 
. 2 of i ooumary papers. located mostly in 
ork, New Jerse and Pennsylvania. 


y 
tion PRINT ING CO., 15 Vandewater St., N. Y. 


1 0 WILL pay for a five-line 4h ooo 4 

four weeks in 100 Lic tt wee 

newspapers. AGO WSPAPER 

10 Spruce St., New ‘York. ‘Catalogue op 
weekly. 


ROR, 





cir 


DVERTISERS who wish to secure business 

from the drug and medical profession, re- 

and wholesale, should give the KETAIL 

pRUGGST of Detroit, Mich.. oe old reliable 

drug ournal, a trial. Its mail bags speak in 
every State. 


¥ NZIGER’S MAGAZINE, the illustrated Cath- 
olic family monthly. Indo by over 50 
archbishops and bishops. agg mae ae we $2 a year. 
Circulation 35,000 monthl “6 nteed. tes 
— line. BENZIGER BROS., 36-38 


%5 cents an 
Barclay St., New York. 
000 GUARANTEED circulation, 25 
cents a line. That’s what the 


a not know of the 


THE I PATHFINDER, 


—_——_oo—__—_ 
ADVERTISEMENT CONSTRUCTORS. 


Auk ADVERTISING written and Plann ed 
M. E. SCARLETT, Merchantville, N. J. 


DV'G wr Lee 


‘ou _ are AT. A ao 

ATHFINDER, you are missi 
Ask for sample and rates. 
Washingt 


on, D. 


Pescgeinne ADV’G written and 
EUGENE KATZ, Boyce Bidg., 


PECIAL cuts and special ae for wi 4 
retail business. Very low rates for 52. AR’ 
LEAGUE, New York. 


ENJAMIN SHERBOW, 31 me... 2 Euclid Avenue, 
Philadelphia. The making of the better 
sort of Business Literature exclusively. 


ENRY FERRIS, his‘ mark. 
918-920 Drexel Building, Fatiegte ja. 

Adwriter and business adviser. Write. 

| ep i to advertise, don’ don’t you think * = 
equally well to have advertisin 

ture?! L. F SNEERI INGER, Box 171, Detroit, ‘Mich. 

es competent and e enced ad 

solicitor d Sone. State your require- 

ments to M. M. RING. Washington, D. C.,care G.9 


PRINTERS’ INK. 


66 Ack THE JINGLER’S” best of fads 
a Keb ge J rhym yming business ads, 
Of pith and point, for ovary wee 
His New York address is 10 pruce. 


Rane winning booklets. « catalogues, maili 
cards, prospectuses, form letters, etc., wri 
ten, illustrated, prin Write for free booklet 
“How We Help, Kdve isers.” SNYDER, JOHN. 
SON & HINDMAN, 904 Tribune Bldg., Chicago. 


P PERSISTENT PUI PUBLICITY, 
at ere: 
OVES PRO ABLE. 
POSTAL PROCURES PARTICULARS. 
PERKINS, 


257 Atlantic Ave., Boston, Mass 
Send for free iliustrated monthiy calendar. 


LOOK for clients about half way between the 

** PLODDER” and the “* PLUNGER.” There's 
a“heap” of enterprising people in that “ gap.” 
a know a good thing “when they see IT, 
such often write to if 1 can help them “ see 
Fad = not YOU— amet? Of course, not 
now—you’re far too b but some time—eh! 
No. I-x. FRANCIS I. MA AULE. See below. 


M* answer to an Fe interests you: While 
lam writin, he a ane for aconcern 

. —. in the same can’t secure my 
If clear, c ct, ph at adver- 

ting sevlie-aan it is—my work is more 
basis, 


valuable te you on this only-one-line 
Write for my terms. 
P C. D. groga. a 
Besson Room 
Roston. ; Mass. : 
ve Riper REASONABLE,” one the | conoumer 
pereen one of my ads. os Vil 


drop th a line or two.” And e ‘did. 
That's ju Rab what they all sa; Your ads ‘read 

ee ‘they’re convin ing. *” That's why 
1c 


—an 
terest. Such ads —— cost more, but they bring 
"it you desiree 
If you desire copy of that nature, write me. I 
n generally put enough of that “reads reason 
able —— into my work to make it sell 
gzoods. A Western advertiser employs me now, 
but I have room fora limited number of pro- 
gressive clients. 
THE PUBLICITY VENDO 
Care AL, Ink. 


A A GOOD MANY PEOPLE 


have tried to infil you with P 





advertising, and you know the result. 
Don't you try the same thing on somebody else. 
Your stuff will be swallowed up in the flood 
and so will your appropriation. 
lhave some good samples to show you if you 
want something better than the average. 
EDMUND BARTLETT, Adv. Specialist, 


Am. Tract Bldg., New York. 


b'¢ YOUR ACTUAL TARGET. 
You need not give a thought to the man 
who already knows Ry! and your ¢ 
advertising should aimed exclusively at the 
vast army of those <7 so far know ae of 
either, and it is “‘ up to you ” to mis- 
ing possibilities to that mass of hitherto’ ihdiffer- 
ence. In these days of keen and clever compe- 
tition strangers always take your business 
“measure” with what you send them—DON’T 
FORGET THAT. For those who don’t forget 
“that’’ I build on anti-to = lines. eld 
jogu Liste, ers, 
ulars, ‘Mailing Cards and Slips, Newspaper 
and | Magazine aa ete., ete. 


suggestive of new busi- 
mail Samples of my “do 
mes create @ desire for like 
in rhe bosom of my co ndent 
~ that ph. I send Shem. 0 cards, 
FRANCIS I. MA E 
Sansom 8t., Philadelphia, Pa. 
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PRINTERS’ INE, 4! 


NOTES. 


A uanpsome folder describes a light 
touring car made by the Holley Motor 
Co., Bradford, Pa. 





To simplify matters for retailers and | 
keep stock moving in the order of its | 
age, the Heath & Milligan Co., Chicago, 
has adopted a system of dating every 
can, keg and packge of paint sent out 
from the factory. 


Tue M. H. Birge & Sons Co., Buf- 
falo, N. Y., makers of high-class wall 
papers and decorations, have opened) 
an office in San Francisco, and issue 
an announcement to the retail trade 
in the shape of a fine booklet, outlining | 
stock and policy. . 


From the New York Trade Review, | 
287 Fourth avenue, comes an odd) 
folder in which this publication claims | 
to have secured more advertising from | 
manufacturers in its field than any of | 
its competitors. The Review’s field is 
men’s apparel, treated from the re- 
tailer’s standpoint. 


THe Sunday Magazine, a monthl 
publication of the Methodist Churc 
that has heretofore carried no advertis- 
ing, will begin’ accepting announcements 
measuring not less than one-quarter 
age for the November issue. A. E. 
Sea. 150 Fifth avenue, New York, is 
advertising manager. 








Tue steamboa: trip from Washing- 
ton to Norfolk by Chespenite Bay is 
pictured and described in an_ elegant 
booklet from the Norfolk & ee 
ton Steamboat Co,, Washington, D. C. 
The text takes full advantage of the 
scenic and historic features of the 
toute, while the printing is excellent. 


Many types of elevator, escalator, in- 
clined railway and goods carrier are 
shown in a distinctive catalogue from 
the Otis Elevator Company, Chicago. 
Among those shown are an _ escalator 
which took first prize at the Paris 
Exposition, two elevators placed in the 
Eiffel Tower, an inclined railway in the 
Catskills, a system of elevators for 
heavy trucks installed in Glasgow, and 
an incline built at Weehawken, N. J. 
The book was arranged by Ray D. Lil- 
libridge, and is printed in distinctive 
style. It bears the Matthews-Northrup 
imprint. 


THE conveniences of the rural tele- 
phone are set forth in the shape of a 
novelette by the Chicago Telephone 
Supply Co., mail order dealers in tele- 
phone equipment, Elkhart, Ind. More 
detailed information and some esti- 
mates as to cost might have made it 
a better advertisement. 


A CAREFULLY written catalogue from 
the Mohawk Valley Woolen Co., 
Frankfort, N. Y., sets forth the mer- 
its and practical advantages of that 
company’s jackets and felts for paper 
makers. As a technical catalogue it 
appears to lack nothing. The compila- 
tion was done by the DuNoyer-Curry 
Advertising Agency, Utica, N. Y. 


A BOOKLET of information concern- 
ing cattle and poultry foods, made by 
the Buffalo Cereal Co., Buffalo, N. 
Y., is supplemented with practical feed- 
ing directions, remedies for common 
ailments and other miscellany that 
will lead every farmer to preserve it. 
The printing and general make-up are 
excellent—the work of the Grannis 
Agency, New York. 








Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position—if granted. 

Must be handed in one week in advance. 
TTT RT a 





them have been sold in th 
United States ina single year. 
Constipation, heartburn, sick 
headache,dizziness,bad breath, 
sore throat and 





arising 
stomach are relieved or cured by is Tab- 
ules. (ne will generally give relief within twen- 
ty minutes. The five cent package is enough for 
ordinary occasions. All druggists sell them. 








TO THE 


BIBLICAL RECORDER, 
a weekly religious and home » 
published at “Raleigh, = Amertean 

le r Direc ves a er 
circulation — than “is Satan to 
any, Xd weekly or any daily pub- 


NORTH CAROLINA. 




















Normal Instructor 
andWorld’s Events 


Control the trade of 


200,000 


Of the Best Mail-Order 
Buyers in the World. 


You know what to doif you 
want your share of this trade. 
Specimen copies and advertising 
rates sent on request. 

F. A. OWEN PUBLISHING CO., 
DANSVILLE, N.Y. 
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CANADA. 


ANADIAN ADVERTISING is best done by THE 
DESBAK ATS ADVERTISING AG’Y, Montreal. 


IN EL PASO, TEXAS. 





In the latest issue of the Ameri- 
can Newspaper Directory the cir- 
culations of the two daily papers 
of El Paso, Texas, are rated. No 
one doubts the accuracy of the 
Herald rating, but it has recently 
been made apparent that the 
Times rating is fraudulent— 
PRINTERS’ INK, July 22, 1903. 








A Shopping Memoranda for 
Ladies. Our exclusive pro- 
duction. Would be an ex- 
ceptionally interesting 
Advertising Souvenir. 

That Nickeled Steel Letter Opener and 
Paper Cutter is making many friends and 


is certainly a fine advertising medium. 
Better have your name put on 1,000 of them. 


THE HAMILTON-GAIL CO., INC., 
Makers of Calendars, Leather and Card 
Specialties of every description. 

906 Filbert Street, Philadeiphia, 

Sengtes sent to reputable business houses 
only. 














PRINTERS’ INK. 


Ss 
WHEN 


a strong Republican two-cent 
evening paper like 


The Jersey City 


Evening Journal 


has far the largest circulation 
in a Democratic stronghold 
that means something that 
shrewd advertisers appreciate. 








DAILY AVERAGE CIRCULATION : 


1899—14, 486. 1900—15, 106, 
1901—15,891. 1902—17,532. 


1I903—1 8,460 


A HOME, Not a Street 
Circulation. 




















DO NOT 
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Cuas. H. Eppy 
1o Spruce St., New York City 
Tel. 2971 John 
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ADVERTISER 


NEGLECT 
THE GREAT NORTHWEST 


and in so doing you cannot cover the field without using 


The St. Paul Globe 


The Only Democratic Daily in the Twin Cities. 


The great progress made by THE GLOBE during the past year 
proves it to be the live paper of the Northwest, 
Address 


THE GLOBE Co., ST, PAUL, MINN. 


M. F. KAIN, Business Manager 


FOREIGN REPRESENTATIVES 


Sica tet teed id id id od 1 1d 1 ee ee aaa 





W. B. Lerrincwert & Sons 
405 Schiller Bldg., Chicago, Ill. 
Tel. Central 3808 
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TRENTON TIMES 


ADVERTISING GROWS! 
1,501 


Columns [lore 
First 6 months of 1903 than 
First 6 months of 1902. 


CIRCULATION GROWS! 


First 6 months (daily average) of 


1900. IQOI: 1902: 
7:567- 10,279. 12,792. 
1903: 


It Pays to Use the Times! 
Circulation Books Always Open. 
LOGAN & COLE, 


New York. 


Tribune Buildings } Chicago. 





The Joliet Daily News 
employs sixty regular carriers 
—you cannot buy a copy on the 
street. They deliver 5,819 
papers to that many homes 
each evening. The mail car- 
riers on the rural routes and 
other mail take 940 more, 
making a daily delivery to 


6,759 Homes 


Shrewd advertisers say this 
purely home circulation of the 
JotieT NEws is worth more 
than an ordinary 10,000 cir- 
culation. 


H. E. BALDWIN, Adv. Mgr. News, 
Joliet, Ulinois. 





60 Carriers 
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growth. 


Union Stock Yards, 
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THE CHICAGO 
Daily Drovers Journal 


FOUNDED IN 1873 


has behind it thirty years of uninterrupted success and constant 
It goes every day into the homes of over 35,000 of the 
most prosperous and progressive stockmen and farmers of the West, 
who are well-to-do, able and willing to buy. 
$321,000,000 worth of live stock was sold in the Union Stock Yards 
of Chicago, and this money went into the pockets and added to the 
profit: of the readers of THE DROVERS’ JOURNAL. 
covers the Mississippi Valley States and the great West. 
dium for advertisers of farm machinery and implements, land, farm 
supplies and articles for household use, THE Drovers’ JOURNAL is 
especially valuable, as it is essentially ‘‘the farmers’ daily.”’ 
cannot afford to overlook us if you want the farmers’ trade. 
copies, rates and full particulars upon application to 


THE DROVERS’ JOURNAL, 


In 1902 more than 


The circulation 
As a me- 


You 
Sample 


Chicago, Il. 
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AN EXAMINATION OF ROWELL’S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 193 
REVEALS THE FACTS STATED BELOW. 


Note.—Under this heading PRIxTERs’ INK will 
advertis> a three-line paragraph relating to the 
appropriate paper, giving it one insertion for 60 
cents—stam n ey to accompany the 
order -or will continue it once a week for three 
months (thirteen weeks) for $7.80, from whicn 5 
per cent may be deducted for cash with order. 

CALIFORNIA. 

The Daily Examiner has a higher circulation 
rating than is accorded to any other paper in 
San Francisco or in the State of California. 

The Weekly Examiner has a higher circulat 





PRINTERS INK. 
Largest Circulations. 





The News has a circulation rati 
higher than is accordea to any o 
Newburgh. 


The Schenectady Gazette has a higher cir. 
culation rating than is accorded to any other 
paper in Schenectady, 

NORTH CAROLINA. 
The Daily Observer has a higher circulation 
nis accorded to any other paper in 
Charlotte or daily in the State of North Carolina. 


OHIO. 


The Herald has a higher circulation rating 
than is accorded to any other paper in Eaton. 


The Daily News has a higher circulation rating 
than is accorded to any other paper in Mansfield. 


The Daily Vindicator has a higher circulation 
rating than is accorded to any other paper in 
Youngstown. 


four times 
er paper in 





PENNSYLVANIA. 


The Leader has a higher circulation rating 
than is accorded to any other paper in Allentown. 


The Local News hasa higher circulation rating 
o is accorded toany other paper in West 
ester. 


TENNESSEE. 


The Commercial-Appeal has a higher circu 
lation rating than is accorded to any other daily 
in Memphis or in the State of Tennessee. 


The Weekly Come ae has a higher 





rating thin is accorded to any other weekly in 
San Francisco or in the State Of California. 
CONNECTICUT. 

The Evening Post has a higher circulation 
rating than is accorded to any other paper in 
Bridgeport. 

DISTRICT OF COLUMBIA. 

The Home Magazine has a higher circulation 
rating than is accorded any other publi- 
cation issued in Washington, or in the District 
of Columbia. 

The National Tribune has the highest circula- 
tion ratinz accorded any weekly in the District 
of Columbia. 

GEORGIA. 

The Atlanta Journal has the highest daily 
eirculation rating south of Baltimore, St. Louis. 

The Daily Herald has a higher circulation 
rating than 1s accorded to any other paper in 
Augusta. 





ILLINOIS. 

The Champaign Co. News bas a higher circu- 
lation rating than is accorded to any other 
paper in Champaign. 

INDIANA. 

The Evening Item has a higher circulation rat- 
ing Ges is accorded to any other paper in Rich- 
mond. 


rating than is accorded to any other 
paper in Memphis or in the : State of Tennesse>. 
TEXAS. 
In the latest issue of the American Bepepeger 
Directory the circulations of the two daily pa- 
rs of k] Paso, Texas, are rated. No one doubts 
he accuracy of the Herald pee. but 1¢ has re- 
cently been made apparent that the Times rating 
is fraudulent.—PRINTERS’ INK, July 22, 1903. 


The Tribune has a higher circulation rating 
than is accorded to any other paper in Galveston. 

The Weekly Sentinel has a higher circulation 
rating than is accorded to any other paper in 
Nacogdoches. 

WASHINGTON. 

The pe ce | avd the Weekly Ledger have 
higher circulation ratings than are accorded to 
any other papers in Tacoma. 


The Union has a higher circulation rating 
os is accorded to any other daily in Walla 


WEST VIRGINIA. 

The Mail has a h gher circulation rating than 

is accorded to any other daily in Charleston 
MANITOBA, 

In Manitoba and the Canadian Northwest the 
Manitoba Free Press and the Free Press Evening 
has a higher circulation rating 
than is accordec to all the other daily — 








The Commercial has a higher circulation rat- 
ing than is accorded to any other weekly in 
Vincennes. 

IOWA. 
The Christian Home has a higher circulation 
ing than is accorded to any other weekly 

in Council Bluffs. PEAS 

The Advocate has a higher circulation ratin 
than is accorded to any other paper in Rockwe 
City or Calhoun County. 

MASSACHUSETTS. 

The Daily Transcript has a higher circulation 
rating than is accorded to any other paper in 
North Adams, 

NEW YORK. 
The Evening Herald has a higher circulation 
than is accorded to any other paper in 
Bing! ton, 

The Sunday Courier has a higher circulation 
rating than is accorded to any other Sunday 
paper in Buffalo. 

The Evening Star has a higher circulation rat- 
ing — is accorded to any other daily in 

mira. 


The Daily News has a higher circulation rating 
than is accorded to any other paper in Ithaca. 


, and the Weekly Free Press has a 
higher circulation than is accorded to any other 
weekly. 


ONTARIO. 


The Daily Free Press has a higher circulation 
gating than is accorded to uny other paper in 
ndon. 


NOT A GOOD PRINCIPLE. 


There are too many merchants who 
have a fixed appropriation for adver- 
tising. It is their custom to make 
contracts at the beginning of the year 
and when the appropriation is expended 
refuse to spend another cent, no matter 
how good a_proposition may be of- 


fered them. This seems to be a wrong 
principle. Advertising should be like 
anything else that is to be bought. If 


an opportunity comes to a merchant to 
buy good advertising unusually cheap, 


he should take advantage of it as 
quickly as if it were a bargain in 
merchandise.—Merchants’ Record and 


Show Window. 














BY GEORGE ETHRIDGE, 


READERS OF FRINTERS' 


A year or sO ago a very pre- 
tentious school of journalism, 
godfathered by a leading light in 
American newspaper circles, com- 
menced to advertise heavily in 
the magazines. Being a journal- 
istic outfit, of course it was en- 
tirely capable of doing its own 
advertising, and all went well un- 
til some painfully practical soul 
pointed out that there was noth- 
ing about any of the advertise- 
ments to show where this great 


No.l 


school of journalism was located. 


This “Big Four” advertisement 
belongs in somewhat the same 
class. Of course, we are ex- 


pected to know where the Big 
Four Railroad is, but there are 
probably a great many benighted 
individuals who know nothing 
about it. 

It runs, you will notice, through 
the world’s playground, but the 
world’s playground may be in Si- 
beria or Patagonia, according to 
climatic taste, 


PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 


INK WILL RECEIVE. 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 








33 UNION SQUARE, N.Y.“ 


FREE OF CHARGES 


From the most obscure corner 
grocer up to the big railroad or 
other industrial enterprise of mag- 
nitude, every concern seems pos- 
sessed of the idea of its own vast 
importance, and sincerely believes 
that everybody knows just where 
it is located and all about it. 

In making an advertisement, 
whether with pen, brush or type- 
writer, make the advertisement 
tell the whys, wheres and hows— 
just as if you were newly estab- 

PLAN YOUR VACA 


TON | VIA THE 


“BIG FOUR ROUTE 


BEST REACHED BY THE 
ME GAL CINCINNATI.O ™ N 


No.2 


lished and nobody had ever heard 
of you before. 

You can’t get the beauties of 
nature and the seductiveness of 
summer scenery into a quarter 
page magazine ad, no matter how 
hard you try; therefore, it is bet- 
ter to print your pretty pictures 
in your pretty book and ask peo- 
ple to send for it. 

Advertisement designated as 
No. 2 is practically the same ad- 
vertisement, but how different it 
looks! 
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PRINTERS’ INK. 








Down in Maine 


are printed the great family papers which 
are known in every rural district from 
the Atlantic to the Pacific: 


Fireside Visitor, Happy Hours, Hearth and Home, 
The American Woman, and Good Stories. 


These papers, established for 29 Years, 
are known to mail order advertisers 
and others as 


THE VICKERY & HILL LIST 
THE AMERICAN WOMAN 


AND 


GOOD STORIES 


And have the unique distinction of pos- 
sessing The Largest Paid-in-Advance 
Circulation in the World. If your 
advertisement is not in these papers, it 
ought to be. Send for specimen copies 
and full information to 


THE VICKERY & HILL PUBLISHING CO., 


C. D. COLMAN, Augusta, Me. E. H. BROWN, 
Flat Iron Bidg., New York. 714 Boyce Bidg., Chicago. 


Sworn statement of circulation on file with Geo. P. Rowell & Co. 

















PRINTERS’ INK. 




















COSTS 80% LESS 
«LIKES IT BETTER” 








ELDRED, PA., Aug. 17th, 1903. 
Printers’ Ink Jonson, New York. 


DEAR SiR—Wish you would mail me your 
‘‘New Book’’ as advertised in the August num- 
ber of /nland Printer. 

Will want some ink soon, so please send cat- 
alogue, etc., of ink. I have been using your 
inks exclusively of late—had been using a Rose 
Lake that cost me $5.00 per pound, but would 
rather have yours that I get for $1.00, as the 
color is as good and the ink works better— same 
can be said of other kinds also. 

R. TEMPLETON, 


Many printers throughout the country are 
rather skeptical about the quality of my goods, 
consequently will not risk sending an order, 
especially as I ask the money in advance. My 
record of having filled over one hundred thou- 
sand orders in less than ten years should be suf- 
ficient guarantee that my inks are all I claim for 
them. However, the purchaser is the sole judge. 
If he feels that the inks are not up to the highest 
standard, I don’t try to convince him otherwise. 
I simply request the return of the goods, refund 
his money and reimburse him for all transporta- 
tion charges. Send for my new book giving 
useful hints for relieving troubles which are un- 
avoidable in a busy print shop. 

Compare my prices with those charged by my 
competitors, and if the saving is worth the risk 
try me on a small order. 








ADDRESS 


PRINTERS INK JONSON 
17 Spruce Street: :: New York 
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Three Dozen Dailies. 


Whoever thinks he can improve this list without increasing the number of rs is request- 
ed to write a letter giving his views and opinions. ° _— an ] 


NEW YORK HERALD—(Morning and Sunday) 
TIMES—(Morning and Sunday) 
WORLD—(Morning, Evening and Sunday) 

BROOKLYN EAGLE—(Evening and Sunday) 

ROCHESTER DEM. & CHRONICLE—(Morning and Sunday) 

BUFFALO NEWS—(Evening and Sunday) 

NEWARK NEWS—(Evening and Sunday) 

PHILADELPHIA RECORD—(Morning and Sunday) 

BULLETIN—(Evening) 

HARTFORD TIMES—(Evening) 

BOSTON GLOBE—(Morning, Evening and Sunday) 

TRANSCRIPT—(Evening) 

BALTIMORE NEWS—(Evening) 

WASHINGTON STAR—(Evening) 

ATLANTA JOURNAL—(Evening and Sunday) 

MEMPHIS COMMERCIAL APPEAL—(Morning and Sunday) 

NASHVILLE BANNER—(Evening) 

CINCINNATI TIMES-STAR—(Evening) 

CLEVELAND PRESS—(Evening) 

PITTSBURG PRESS—(Evening and Sunday) 

DETROIT TRIBUNE—(M'ng except S'y); NEWS—(Ev’ning) 

CHICAGO NEWS—(Evening) 

RECORD-HERALD—(Morning and Sunday) 
TRIBUNE—(Morning and Sunday) 

ST. PAUL DISPATCH—(Evening) 

MINNEAPOLIS TRIBUNE—(Morning, Evening and Sunday) 

PORTLAND CREGONIAN—(Morning and Sunday) 

SEATTLE TIMES—(Evening and Sunday) 

SAN FRANCISCO EXAMINER—(Morning and Sunday) 

CALL—(Morning and Sunday) 

LOS ANGELES TIMES—(Morning and Sunday) 

KANSAS C!ITY STAR—(Evening and Sunday morning) 

INDIANAPOLIS NEWS—(Evening) 

ST. LOUIS GLOBE-DEMOCRAT—(Morning and Sunday) 

LOUISVILLE COURIER-JOURNAL—(Morning and Sunday) 

DENVER POST—(Evening and Sunday) 

GEO. P. ROWELL & CO., Advertising fone. recommend advertisers to use 
the daily papers and believe the list named above is as good a selection, so far as 
4 ny re the a. it may be stated that a twenty-four word ‘“*‘ Want” ad- 
vertisement inserted five times in all the papers.-catalogued above would cost 
something more than $50. An ordinary 10-line advertisement, for a single inser- 
tion, would also cost: something more than the sum named, even if continued 
every day forayear. A ce of three inches single column, in this small list of 


papers, would cost fully. $50,000 for one year’s insertion. This goes to show that 
aprereeng te not cheap; still old advertisers know that the best papers are the 
r 


cheapest a Fi 

GEO. P. ROWELL & CO. are glai to quote rates and receive and forward 
advertisements for the papers named above and for all leading newspapers and 
magazines. OrFices, No. 10 SPRUCE ST., NEW YORK. 





